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SEPTEMBER CIRCULATION $ 

: ; OF THE = 
, ST. LOUIS REPUBLIC. = 
> 3 : 
< Sr. Louis, October 1, 1894. ; 
: Chas. W. Knapp, General Manager of THE ST. LOUIS REPUBLIC, being 3 2% 
° duly sworn, says the actual number of full and complete copies of the DAILY + &% 
¢ and SUNDAY REPUBLIC printed during the month of September, 1894, all in : © 
q regular editions, was as per schedule given below : ° 
> Days. Copies. Days. Copies. ’ 7 
s eh acetanabiewmete 58,595 Sis beeens. otevare *69,730 , 4 
Ss PSS eee *70,335 cbc oknhien pachwe 2,740 z 
; are: 53,920 EE 3,210 2m 
Ss MNVAGS<ahosetovenst 54,800 REE 2 3, 2 
Ss ae 54,410 EEE I IEG: 7 2 
Ss SS 54,360 ick vacavds <oee 53,730 2 
= EAE 54,630 seen i a 56,820 2 
Ss ae OS) SS aaa *68,585 2 
RS «CRG ES *67,690 | > > 
Ss Dbdinks <x¢+ Sande 53,260 > 
| RAE 54,46 2 
& ME wubb’ oseedeceke 53,410 > 
7 Eee 53,000 > 
Ss | ae 53,79 2 
Ss Dl eWitlh weuvesndsiewe 57,160 > 
2 Total for month.............0..0...0 1,712,615 = 
‘ 4 ** Less deductions.................... 113,100 Ss 
Pa ee aes 1,599,515 & 
= Daily average net circulation. ......... 53,317 = 
< *Sunday. $ 
: ** All copies spoiled in printing, left over and returned unsold are deducted } 2 

> + so as to give the net circulation reaching actual readers. CHAS. W. KNAPP. 4 
‘ : (Seal.) Sworn to and subscribed before me this first day of October, 18%. My 3 % ’ 
> } term expires June 5, 1897. EDW. A. SMITH, r’4 
> Notary Public, City of St. Louis, Mo. 3 © 
> < 
: g By actual count of columns, Taz Rerpvustic published more merchants’ ¢ ’ 
$ ; display advertising during the first half of the present yearthan any & 
@ other newspaper published in St. Louis. = 
e , RATES QUICKLY FURNISHED BY ° 
g THE REPUBLIC, ST. LOWS, MO. g 
= Or at New York Office, 146 Times Building. : 
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ATLANTIC % 
COAST | 
Lists | 


5 apsushageed tel will follow the abundant corn and cotton 
crops of the South, Ready money will abound, partice 
ularly with the country people. 

And how they will spend it! ! 
The magnets for attracting this cash from these people are 
the local newspapers. They can open the pocket-books to such 
an extent as will surprise advertisers using their columns : 

attractively and persistently. 


There are 1400 local papers on the Atlantic Coast Lists, 
540 of these papers are published in the South, go per cent. 
of which are either the on/y papers in their respective towns 
or are published at County Seats. 

These lists are arranged to cover the New England, Middle » 
and Southern States, separately or collectively. { 
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ONE ELECTROTYPE DOES THE BUSINESS. 
CATALOGUES AND ESTIMATES FREE. 


ATLANTIC COAST LISTS, 
134 Leonard St., New York. 
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FOSTER COATES. 


The retirement of Col. John A. 
Cockerill from the editorship of the 
New York Advertisers, Commercial, 
Morning and Sunday, has brought 
before the general public a man whose 
achievements in newspaper work have 
been so many and so brilliant that per- 
haps no name is more familiar to the 
denizens of Park row than that of Fos- 
ter Coates. To him who runs back 
over the years of fruitful labor that Mr. 
Coates has given 
tonewspaper 
making it isa sur- 
prise to learn that 
he is but thirty- 
five years of age. 
The puzzle of fit- 
ting his achieve- 
ments to his years 
becomes simpler, 
however, when 
one remembers 
that he was city 
editor of the old 
Express while 
still in his teens 
and the manag- 
ing editor of the 
Maitland Ex- 
press when but 
just past twenty- 
one. Mr. Coates 
has been anactive 
figure in New 
York journalism 
at the most revolutionary and progress- 
ive period in its history, for it is cer- 
tainly true that the newspapers of New 
York in the past fourteen or fifteen 
years have fundamentally changed in 
character, and the process has been one 
which left many old ideas and old-fash- 
ioned men by the wayside. In the con- 
test of methods and ideas incident to 
and productive of this change, Mr. 
Coates has ever been a leader. He 


Foster Coates. 


believes in progress. A newspaper can 
no more stand still than can a manora 
business. If it stops advancing it be- 
gins to'retrograde. In the struggle of 
newspaper existence there is no pleas- 
ant and safe halting place where one 
may be borne on by the procession ; 
one must be in the front rank or in- 
evitably fall to the rear. 

Mr. Coates is now discharging the 
duties of editor-in-chief in the Adver- 
tiser cffice, and in complete editorial 
control of its three editions. He mod- 

estly insists that 

the arrangement 
is only temporary 
and pending the 
appointment of 
some suitable 
successor to Col. 
Cockerill. ‘These 
new honors and 
added _responsi- 
bilities come to 
him after a con- 
nection with the 
Commercial Ad- 
vertiser, as its 
managing editor 
of something 
over two years. 
_ The files of the 
paper for that 
period bear flat- 
tering testimony 
to his ability asa 
news-gatherer 
and editor. The 
varied subjects that have been touched 
are evidence of Mr. Coates’ breadth of 
mind. In all the range of human oc- 
currences none is too small to escape 
his eye, provided it bears in itself the 
germ of interest which the ‘* good 
newspaper man” will recognize as a 
** good story.” From the handling of 
a great national campaign or the 
unique treatment of a popular horse 
race he turns readily to the latest new 
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book, the play of the season, or the 
dainty bouquet of debutantes that adorn 
a Patriarch’s ball. All is grist that 
comes to his mill, and all is gauged by 
one standard—human interest. 

Success in the field of news gather- 
ing came early to Mr. Coates. He 
scored his first bull’s-eye when the ter- 
rible Charleston earthquake left the 
metropolis of the Palmetto State in 
ruins. It was a case of arguing by 
elimination ; it couldn't be A, B or C, 
and soit must be D. It was known on 
the morning of the Ist of September, 
1885, that telegraphic communication 
with Charleston was cut off. There 
had been no storm or forest fire that 
could have destroyed the wires. What 
could it be? Meager reports of seis- 
mic shocks straggled in from other 
points in the South, but no news from 
Charleston. Then Mr. Coates solved 
the problem. Charleston had been de- 
stroyed by an earthquake. Acting at 
once upon this hypothesis, he induced 
the telegraph company to open com- 
munication with the point nearest 
Charleston to which the wires would 
work. A little cross-roads station 
within thirty miles of the stricken city 
was finally reached. The operator re- 
ported heavy shocks and gaping fissures 
in the ground, and rumors of the de- 
struction of Charleston as flying about. 
Then Mr, Coates was sure. An extra 
edition of the A/ail and Express was 
issued announcing the calamity. Soon 
the other afternoon papers came out 
denying the report. Meanwhile Mr. 
Coates’ arm of telegraph wire, stretch- 
ing 700 miles down the coast, had 
caught a refugee from the stricken city. 
His story of the terrors of that awful 
August night confirmed the young 
editor’s judgment, and the greatest 
newspaper ‘‘ beat” of the decade was 
achieved. The Mailand Express was 
the first newspaper in the world to an- 
nounce the destruction of Charleston. 
This was but the first of many such 
achievements, each requiring as great 
acumen, and less noted only because 
not the first. 

Mr. Coates had the unusual experi- 
ence of being continued in charge of 
the news columns of the Mai/ and Ex- 
press by four different owners, and 
finally left that paper in the spring of 
1892, after a service of twelve years. 
He then became news editor of the 
Press, but resigned in a few months to 
take charge of the Commercial Adver- 
tiser's news columns, 
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Mr. Coates is a student of men. 
Few editors enjoy a wider acquaint- 
ance, or are more deservedly popular. 
He knows, and has interviewed or de- 
scribed in his graceful, sketchy style, 
almost all of the prominent men of 
this country, and very many of those 
who lead thought in England. As a 
writer, his name is familiar from the 
Atlantic to the Pacific, through hun- 
dreds of interesting articles on timely 
subjects, which, in spite of his exacting 
duties, he has found timeto write. His 
style is thoughtful, rather analytical, 
and his pen sketches of men and 
places graphic in detail and color. 

To his new duties he brings phenom- 
enalindustry, an almost prophetic judg- 
ment in politics, a cultured mind and 
the vigor and energy of youth. Per- 
haps I may be allowed to alter for this 
use the familiar couplet and say: He 
cannot command success, but he can 
do more, deserve it. 

ee’ 


THE NEWSPAPERS OF SPRING- 
FIELD, OHIO. 


By Peter Dougan. 


The impressions formed of Spring- 
field papers are as follows: The Sun, 
a new four-page morning paper, has 
in its short existence been going ahead 
very fast. ‘Ihe next paper in impor- 
tance is probably the Republic- Times, 
with the Gazette closely after it. At 
present the Repudblic- Times has labor 
troubles on its hands. 

‘There are three Sunday papers: An 
edition of the Daily Sun, the Sunday 
Leader and Sunday News. The 
Sunday News has probably been the 
best circulated paper. The Sun is 
gaining on them. 

The Springfield Ad/er, a tri-weekly, 
is the best circulated German paper in 
the town. 

The Cincinnati Post, Enguirer and 
Commercial Gazette give the local pa- 
pers considerable competition. The 
Post is working hard in this territory, 
and recently distributed copies of its 
issue of the same day at every house 
in Springfield. 


—_+oo—___——__ 
BY ADVERTISING. 
Little Bo Peep, 
She lost her sheep, 
Which was quite agonizing ; 
But she found them again, 
Without worry or pain, 
By simply advertising. 
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Edited by Charles Austin Bates. 
etail merchants are invited to send advertisements for criticism and 3; to 
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The advertising of Mr. William 
Johnston, with its results, makes one 
of the most interesting stories of the 
year. While this is not, of course, re- 
tail advertising, it has such a clear and 
definite bearing on all advertising, that 
it cannot fail to be interesting to the 
readers of this department. 

I have had something to say about it 
before. From the very start the ads 
were characterized by their straight- 
forwardness and by the explicitness 
with which they gave information. 

Nothing was left to the reader’s im- 
agination. There was no occasion for 
any correspondence on the subject. 
There was no need for anybody to 
write to Mr. Johnston for further in- 
formation. About the only thing that 
was necessary, as he has stated fre- 


quently, was that a check should be a d 


part of the first communication. 

There have been a number of his 
advertisements which I personally 
would not approve of, but on the whole 
I think they are particularly good ex- 
amples of the best sort of advertising. 
They have been changed frequently 
and each one of them shows some one 
or more good strong points. 

Mr. Johnston has conducted his busi- 
ness in a perfectly frank and open 
manner, and his advertisements have 
shown this, The whole series pasted 
in a scrap book would give a very con- 
cise and very truthful history of the 
growth of his ink business. 

There has been no possible chance 
at any time to misunderstand one 
of Mr. Johnston’s offers. That’s the 
best thing about the advertising. The 
prices and terms and quality have been 
plainly stated in every advertisement, 
and the business has been carried on 
just exactly the way the advertisements 
said it was. 

Mr. Johnston has never been out of 
his office to sell an ounce of ink. He 
has never sold an ounce that wasn’t 
paid for in advance. He has not ad- 
vertised anywhere except in PRINTERS’ 
INK. His first advertisement appeared 
on January roth, 1894. It was a 


quarter of a page. Once or twice after 
that a quarter of a page was used, and 
then he began using full pages. The 
total amount of space used at the full 
card rate for advertising in PRINTERS’ 
INK amounts to less than $6,000 up to 
October 3, 1894. 

At the present time he is selling ink 
to more than eight hundred. newspaper 
offices in the United States. None of 
these has ever made a complaint as to 
the quality of the ink, so it is safe to 
say that if Mr. Johnston were to cut 
down his advertising to a quarter of a 
page, or even less, in each issue, he 
would hold the greater part of this 
trade for an indefinite time. 

It is a most marvelous showing, 
considering the fact that in this whole 
business there is no bookkeeping. Every 
oillar of the money comes to Mr. 
Johnston in advance of the shipment 
of the ink. How much profit there is 
in the ink at the prices, I have no way 
of knowing, but I presume that it must 
be satisfactory, or Mr. Johnston would 
not try to sell it. 

I think it is safe to say that if he 
had used the same amount of space in 
the way some of the other advertisers in 
PRINTERS’ INK use their space, he 
would not have derived half as much 
benefit from it as he has, 

The character of the advertising has 
been noticeable, and I have had it 
mentioned to me by quite a number of 
people who were in no way interested 
in ink. 

* % 
* 

It is always pleasant to know that 
one is of some use in the world, and 
that makes this letter very gratifying : 

Miter & MiLver (Coal), 

Sat Lake Crrv, Utah, Sept. as, x04. } 
Charles Austin Bates: 

I inclose you a little circular, believing that 
it is right for you to see something you are, in 
away, at least partially responsible for. It 
embodies, as nearly as possible, the ideas I 
have gained of your methods from reading 
your articles in Printers’ INK, 

The coal trade in Salt Lake is controlled 
wholly by the railroads, they having pooled 


their interests, and the retail prices are fi 
from this source, It would be suicidal for any 
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dealer to cut the fixed rate. Also all dealers 
handle the same kinds of coal. You can 
readily see that with all competitors handling 
exactly the same coal, from exactly the same 
mines, and selling it at exactly the same price, 
there is little left on which to hang aseductive 
advertising tale. In fact, the only thing I 
have been unable to think of is the one cov- 
ered by this little pamphlet, that of prompt 
and careful service in the delivery of the coal. 
For a special reason I give a little nore prom- 
inence to Diamond Coal. The idea of solicit- 
ing atrial order, and then leaving it to the 
customer as to whether my treatment justifies 
him in continued patronage, I copy direct 
from one of your suggestions. 

Please allow me to thank you for the valu- 
able suggestions I have received from reading 
our articles and advertisements contained in 
RINTERS’ Ink, which journal I must also 
thank as being the means by which the in- 
formation reached me. I have used your 
methods also, as nearly as I could, in my 

newspaper advertisements. 
Very truly yours, 
L. C. Miter. 

* % 


- 
Mr. James MacMahony, advertise- 
ment writer for Houston & Hender- 
son of Boston, sends me several of his 
advertisements for criticism. 

The ads are all large, and are mostly 
made up of prices, with always an 
opening paragraph of general talk. 
These opening remarks are generally 
very good, and I reproduce several of 
them. 

They ought to be useful to a great 
many dealers, either in their entirety 
or as suggestions. 


A MIDSUMMER’S DREAM of 
bargains can be more than realized at this 
week’s sale, the possibilities of which you see 
are rich in promises, which we never fail to 
fulfill, The values we advertise are not 
visionary. They are tangible, remunerative 
and profitable to the buyer, and never fail 
to materialize on call. ur fall open- 
ings of merchandise press upon us, 
and compel the sacrifice of summer goods, 
making the buyers’ opportunity. Come 
and see our promises FULFILLED. 


WELL, WELL! Ali will exclaim 
with astonishment when they see the up- 
heaval in merchandise and the cut-under in 
prices resulting from our semi-annual stock 
taking. The pruning knife of reduction has 
been unsparingly applied in every department 
of our store from notions to silks. Small and 
odd lots,together with newest and most season- 
able goods, havealike felt thecut. Andnow 
bargains in abundance await the coming 
of the seekers after ‘good measure pressed 
down and RUNNING OVER.” 


THE TIDE of pete patronage, with 
an almost irresistible force, flows our way, 
and the satisfied enthusiasm of our patrons 
is the most far-reaching and profitable of our 
advertisements. This fact is evidenced by 
the many new faces and purchasers that are 
daily seen in our store, by largely increased 
returns and by words of unqualified praise 
received by usin person and by mail. Our 

dard is embl d with the words," Style, 
Quality and Reliability.” We endeavor to 
Maintain these at THE HIGHEST. 
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OURS IS A CORNER Store, access- 
ible and commodious. ‘Thousands of cars 
s and repass it everyday. Situated onthe 
usiest corner of Boston’s busiest street, it is 
a veritable landmark to the hundreds of 
thousands of New England women who have 
been attracted by our advertisements and 
splendid offerings, always honestly and truth- 
fully stated. Casual visitors, impressed by 
the completeness of our appointments and our 
desire to please, together with the largeness 
of our assortments, the reliability of our mer- 
chandise and the great taste and judgment 
shown in their selection, never fail to be- 
come constant and regular patrons. We 
show the highest qualities and quote 
the lowest prices ON FALL GOODS, 





HIGHEST QUALITY if the goods 
are up to date we always commend as being 
the most economical and satisfying in every 
respect. The moderate prices at which we 
sell the best merchandise should preclude the 
necessity of purchasing at bankrupt and forced 
sales, The offerings, we own, are often both 
tempting and alluring, but the good sense and 
judgment of our New England women should 
convince them that reliable and seasonable 
goods, bearing the stamp of fashion’s ap- 
proval, are not procurable at 20 or even 40 per 
cent of their real worth, Our Fall Openingsof 
Furs,Garments,Silks and Novelty Dress Goods 
are conspicuously handsome and are now 
creating intense interest among LADIES, 





About the only way to tell whether 
an advertisement of a department 
store is good or bad, is to find out 
how much goods it sold. I think 
that these ads could have been put in 
smaller space and have achieved just 
as good results. The Boston method 
of publishing the price in big, black 
letters may have its advantages, but I 
must confess that I have never been 
able to see them. 

I believe that the best way to ar- 
range an advertisement for a depart- 
ment store, is to use a plan very much 
like that used in the Wanamaker ad- 
vertising. This does not necessarily 
mean that the ads will have to be set 
up in pica old style from start to finish, 
with side heads in agate. It merely 
means that the one general style 
should be used throughout the ad, 
and that a great deal of display type 
is entirely unnecessary. 

I think an excellent plan to pursue 
would be to display the heading for 
each line of goods, and then set the 
prices and other information all in one 
kind of type. This plan may not re- 
sult in the sale of any more goods, but 
it will certainly save a great deal of 
space. A half page ad does not need 
display type. It is big enough to be 
prominent merely from its size. 
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For Dry Goods— By Jas. MacMahony). 


Fashion’s Mirrors. ; 


In this age, when the highest mechan- 
ical and artistic skill combine to pro- 
duce material for the proper clothing 
and adornment of woman, she natur- 
ally desires to keep well abreast of 
fashion's vagaries. To assist her we 
produce a series of window pictures, 
artistic and kaleidoscopic in their 
change, which bring her face to face 
with the articles or materials most in 
vogue, showing as no word pictures 
could their uses and possibilities. Ap- 
preciative thousands each day view 
these educators, and commend them 
for their help and hints in the attain- 
ment of the highest art in dress. 
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For a Blacksmith, 


A POINTER. 


Many people believe that all black- 
smithing jobs are alike—that they are 
nothing but muscle and material mixed. 
That is true of ordinary jobs. Brains 
are also used to makea good job. Sois 
conscience, A job made without skill 


or honesty is no good. Our work 


widely known for its quality, durability 


and economy in the end. 


G. A. Stinson & Co. 





For a Printer—(By E. L. Johnson). 


HAVE YOU EVER 


>i a mercantile house has a great 


° formed by those with whom }{ 0 
Seeees dealings with the house are held 


3****t Considered that the appear- 
ance of the stationery used by ; 


deal to do with the opinions 2 





For Hardware—(By J. E. Smith). 





PAY $80 


and getawelldrilled, Result,contam- 
inated water, diphtheria, typhoid 
fever and doctor’s bills. 


PAY $20 


(more or less, according to size) and 
you will have in your house 
the unapproachable 


PASTEUR FILTER 


Result, absolutely pure water, and health 
and happiness. 
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For Stoves—(By E. L. Johnson). 


MY WIFE _ % 





And I never have any altercations, 
and our neighbors marvel at our con- 
geniality. 

What’s the reason for this blessed 
state of affairs? you ask, 

Well, when first our two throbbing 
hearts were made one, we established a 
sort of a set of rules which both of us 
have adhered to very steadfastly. But 
even then differences would arise. For 
instance: We needed a stove. She 
was in favor of a Garnet, while I favored 
another make, She wanted her way 
and I wanted mine, 

Did we quarrel? Nota bit of it—we 
effected a compromise. That’s an 
agreeable way to settle such disputes, 
you know. 

Which kind did we buy? H’m— 
well, we bought the kind my wife 
wanted—a Garnet, 








For Shoes. 
======== == 


“BREAKING IN.” 


Many a man has 
*¢ Broken Out,’’ 
In a passion, and felt all 
**¢ Broken Up,”’ 
‘Trying to get a new pair of slioes 
‘¢ Broken In.’’ 


a 


He has had to 
*¢ Break Off ”’ 


Many an engagement on account 
of crippled feet, and has gone 


‘* Broke ”’ 


Many a time trying to get relief for his 
corns—the direct cause of ill-fitting shoes, 


You will find all this obviated by pur- 
chasing your footwear at the store of 


JOHN HAHN & CO. 


=========5=255=55E5== 


Se SS > +> + > >>> + + + ~~ > 


== == = = = sr se ese se Se eS SS SS SS SSS 








= 











For Shoes—(By C. A. Bates). 
Shoes ,' 
to Fit Slim 
Pocket-Books «_ 


No matter if your purse isa regu- 
lar ‘* double A,”’ we can fit it with 
good, honest, well-wearing shoes— 
give you “double E”’ value ata 
** double A”’ price. 

So far as we know, there are no 
shoes made for the money that 
combine so much merit and so 
few faults as these 





CREST’S. 
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By John Z. Rogers. 

A striking illustration of the fact 
that one concern with one system can 
perform a given amount of work bet- 
ter than thirty concerns with thirty 
systems, lies in the business of Leo 
Von Raven, the theater programme 
magnate, whose offices are at No. 113 
East 14th street. 

Mr. Von Raven is still this side of 
forty. Hecameto this country sixteen 
years ago. For one year he solicited 
advertising for the New York Staats- 
Zeitung, and then he began business 
for himself in the- 
ater programmes. 

He began witha 
capital of three dol- 
lars. 

Last year he did 
business amounting 
to $140,000. 

When he began he 
was his own agent, 
manager, book- 
keeper and office 
bo 


y. 

Now he has six 
advertising canvass- 
ers regularly em- 
ployed, besides the 
regular force of 
office assistants. 

Mr. Leo Von Ra- 
ven tells me he is 
the original in his 
system of pro- 
gramme _advertis- 
ing, and I have 
never heard this 
statement disputed. 

Over fifteen years 
ago he realized how difficult it was for 
the manager of a theater to properly 
attend to the preparing of ads and 
other matter for the house programme, 
in addition to the other varied duties 
connected with the management of a 
theater. 

He also realized how much better, 
easier and cheaper it could be done by 
one man who did nothing else. Taking 
this as a cue he went to work forming 
what might be termed a programme 
publishing syndicate, and now he gets 
ads for, prepares the matter and prints 
and delivers the programmes for 
thirty-one theaters in New York, 
Brooklyn and Jersey City. 





Mr. Leo Von Raven, 
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THEATER PROGRAMME ADVER- 
TISING. 


About 300,000 programmes are re- 
quired each week for these theaters. 

While previously many a theater was 
stumbling along with its own pro- 
gramme, and not being able to make 
both ends meet in its publication, they 
now make money from it and have no 
responsibility. 

Mr. Von Raven pays for the privi- 
lege a royalty ranging from $1,000 to 
$3,000 for the season of about forty 
weeks, dependent upon the size and 
standing of the theater. 

His contracts with the advertisers 
are, as a rule, made for the season of 
forty weeks. Rates vary, of course, 
according to the popularity of the dif- 
ferent theaters, their 
class of patrons and 
the number of pro- 
grammes distribut- 
edeach week. An 
average price, how- 
ever, is $1.50 an 
inch per week for 
runof programmes, 
while for the pages 
on which the cast 
of the play is print- 
ed, $3 an inch is 
charged. 

In looking over 
the programmes, I 
noticed a large num- 
ber of representa- 
tive advertisers in 
their respective 
lines of business. 

The cafes and res- 
taurants near the 
theaters are adver- 
tised, naturally, as 
wellas leading 
brands of wines, 
whiskeysand cigars. 
Among leading advertisers are A. A. 
Vantine & Co., R. & G. Corsets, Stein- 
way Pianos, Knox Hats, Huyler’s Bon 
Bons, B. Altman & Co. , Sohmer Pianos, 
Johannis Water, Fischer Pianos, Roch- 
ester Lamps, Decker Pianos, Bab- 
bitt’s Soap, John H. Woodbury, White's 
Chewing Gum, and many other well 
known advertisers. 

The wine house of Moet & Chan- 
don had the back page of one pro- 
gramme, which cost them $50 a week. 

Most of the advertisers are those 
whose ads are familiar to newspaper 
readers, 

Mr. Von Raven points with pride to 
the Sohmer people and Moet & Chan- 

















don, who have been advertising with 
him for fifteen years. 

In reply to my question as to what 
class of advertising was most difficult 
to secure for the programmes, he re- 
plied that it was harder to get con- 
tracts from dry goods houses than from 
any other, although he could not ac- 
count for it. 

Mr. Von Raven said that it had fre- 
quently been the case where a house 
had closed after a disastrous season 
that the only money in the treasury 
was what he had paid for royalty on 
programmes. 


— 
IT’S PROBABLY ALL RIGHT. 
To evo, Ohio, Sept. 27, 1894. 
/ditor of Printers’ Ink : 

I inclose a booklet that the Emerson Drug 
Co. of Baltimore is distributing here. I think 
it isa good advertisement in one way anda 
bad one in another, It may appeal to people 
who like to go out nights “‘ with the boys,’’ 
but folks opposed to such things would not 
be favorably impressed by seeing bromo- 
seltzer advertised in that way, and hence 
would not want to patronize the article, even 
if they were suffering from headache. 

. Van DRrIgSEN, 

The booklet Mr. Van Driesen sends 
pictorially relates how a man spent an 
evening wining and dining and then 
insured himself against a ‘* swelled 
head” next morning by taking a dose 
of Bromo-Seltzer. If B.S. is a remedy 
for swelled heads, the class of people 
that this method of advertising would 
offend are not the sort of folks who 
would be likely to need and purchase 
the article. 


— —___ 
COMMERCIAL USAGE. 

We have often heard it said that advertising 
agents are agents for the advertiser, but inas- 
much as the newspaper pays them commis- 
sions for the business received from then, it 
would seem tous they are acting as agents for 
the newspaper. But, if they are not agents 
for the newspaper and are representing the 
advertiser, why do they not took to the adver- 
tiser for their commission? — Agricultural 
Epitomist, Circular. 

In every business transaction, through 
a broker, the commission is paid by 
the seller. It is the law of trade. 


———_+o+—___ 
ENJOYABLE AND PROFITABLE. 
Editor of Printers’ Ink: 

Issue of September rath Printers’ Ink just 
received, I find twenty-five pages of adver- 
tisements, four pages of ‘* Advertising in Can- 
ada”’ and three pages of reading matter, This 
is a mighty good showing for Printers’ Ink, 
but where does the general reader come in? 

Cuas, A. WooLFoLk, 

Louisville, Ky., Sept. 14, 1894. 

He browses among the ads, of course. 
What could be more enjoyable or profitable? 

CHARLES i. How .anp, 
Manager 7he News. 
Providence, R. I., Sept. 27, 1894. 
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ADVERTISING AS A SALESMAN, 
By the Secretary of the Typotheta. 
Editor of Pwinters’ Ink: 

The recent advertisements of William 
Johnston, your foreman, of the inks he has to 
sell are as they should be. In no department 
of a printing office is there more waste, and in 
none is there less knowledge than in inks. 
It is impossible often to tell what the true 
value of a certain brand is, but whatever it is 
the charge to the customer is enhanced un- 
duly by the expenses of selling. The trouble 
is the ink manufacturer does not deal directly 
with the printer. He deals with his confiden- 
tial manager, his superintendent, or his fore- 
man, sometimes with the individual pressman. 
Each of these men must be looked after, ac- 
quaintance made with him, and time lost, 
even when the ink salesman thinks that noth- 
ing else is requisite. His orders are small, 
It isa large office that buys a thousand dol- 
lars’ worth of ink a year, and none exceed ten 
th d hese s, reduced to semi- 
monthly orders, are but forty dollars and four 
hundred dollars. Many orders are for only a 
dollar or two, and the majority rarely exceed 
twenty or thirty. It is therefore evident that 
the system of selling by travelers is very 
wasteful. With his salary, his railroad fares, 
his hotel bills, and his incidentals, the ex- 
— of a salesman mount up to a very high 

gure, even when the men are successful ones, 
and the sales go off with reasonable frequency. 
It rarely happens, too, that all of the inks of 
one establishment are bought from one fac- 
tory, being divided among two or three, if not 
more. The expenses eat up the profits. It is 
a case similar to that of amilkman, He buys 
his milk at two and a half cents a quart, and 
sells it at eight cents. Yet no one ever heard 
of a retail milkman becoming rich, He must 
stop at each house, knock at each door, find 
how much is required, pour it out, and go on 
to the next place, for four or eight cents, in 
the former case a cent and a quarter being for 
the milk, and two and three-quarters for the 
attendance, the horse, and the work generally. 
I like Mr, Johnston's idea of selling to the 
printer direct. His advertising costs him 
something, but not as much assalesmen would, 
and he is able to make the proper discount, 
based upon lower expenses. 

Iam also gratified that he has taken this 
departure on account of an abuse which has 

“wn up in our trade, and which most manu- 

acturers have been compelled to allow, al- 
though they do not countenance it. It is the 
practice of making presents to confidential 
mer, and men whose voice is potential in de- 
termining what ink shall be used. In many 
cases it is pure bribery. If no presents are 
given, the ink is not satisfactory ; if they are 
given, the ink works admirably. ‘There is not 
much difference between the inks made by 
different houses. Except for special jobs, al- 
most any one can neasinntane an ink that will 
dovery well. All employ the same ingredients 
on ordinary priced inks; all have the same 
machinery, and all have chemists, with a 
scientific education. There exists, however,a 
wide difference between their managers as to 
business ability and as to squareness of busi- 
ness methods, In an investigation 1 made 
some years ago on thissubject, I found that this 
habit of bribery was very extensive, and that 
the number of suits of clothes for Mr. Pica, 
of silk dresses for Mrs. Pica, of remembrancers 
for wedding anniversaries, of trips to New 
York orto Niagara, was perfectly wonderful. 
It is touching to see the love that the ink 
salesman has for the foreman of a pressroom 
that has ten or twelve cylinders, It is like 








570 


that of David for Jonathan. As long asthe 
affection continues, and the pressman remains 
the recipient of monthly, quarterly, or semi- 
annual gratifications, no other ink than that 
which the salesman represents will be used. 
Let the honorariums cease, however, and the 
foreman will soon learn of another that is full 
in color, works easily, and Gries quickly, while 
being fine enough for his needs. Direct sales 
like those of Mr. Johnston will lessen this 
evil very much, and indeed will almost kill it. 
This question has long been before the Typo- 
thetz, It is to be wished that manufacturers 
would imitate him, and that the time might 
soon come when all inks would be sold on their 
intrinsic merits, and not upon favor, or upon 
douceurs. Ifthe ink of any of them cannot 
be made to work, the fault is the pressman’s. 
He does not desire it to work. ‘I know ofa 
dozen cases in which inks have been changed, 
one celebrated maker being put in the place of 
another, In each case objections were made 
by foremen. eg omer may | the answer was: 
“Mr, J., 1 have bought that ink to use, If 
you can’t handle it, I have no doubt I can 
find some other pressman who can.”’ In no 
instance was it necessary to go beyond this, 
All were successful in their attempts. 


Yours “7, 
. W. Pasko. 
106 Fulton street. 


FROM BALTIMORE, 
Ricup. HorRsTMANN, ) 
Metropolitan Building, 
Cable Addr.: Paratus, New York. if 
New York, Sept. 24, 1894. 
Editor of Printers’ Ink : 
Gans Bros., of Baltimore, are responsible 
for the following : 


Balhmore| Cverywhere 


R, W. JENNINGS, 





HOW’S THIS? 


“Mount Vernon News.” t 

Mount Vernon, N. Y., Sept. 29, 1894. 
Editor of Printers’ Inx: 

In the last number of the Little Schoolmas- 
ter appeared an article relative to the unique 
advertisement of a Mount Vernon shoe dealer, 
and credited to the Boot and Shoe Recorder. 
That article originated in the Mount Vernon 
ye having appeared in the issue of August 
18th. 

_ By the by, that same dealer now has hang- 
ing in front of his store a huge placard bear- 
ing upon it the following: 





SOLID AS 


A 
BRICK. 
$1.50 Per Pair. 











Inthe center the card is cut out, and a genu- 
ine brick is inserted in the opening. 
J. E. Quinn, 
ditor News. 
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A MODERN ORACLE. 


‘Tue Des Motnes Leaper.” 
Henry Srivers, Proprietor. t 
Des Motness, Iowa, Sept. 25, 1894. 
Editor of Printers’ Ink: 

Inclosed is an advertising novelty just put 
out by Stream & McCammon, druggists of 
this city. Benj. D. WHEELER. 

The novelty Mr. Wheeler sends. s called 
the Modern Fish Oracle. It is just the thing 
to interest children and become popular in the 
homes. It consists of a small piece of semi- 
transparent material representing a fish, and 
is so sensitive to a change of temperature that 
shrinkage or expansion causes it to move 
slightly the moment it is placed in the palm 
of one’s hand. According to the printed ex- 
planations which accompany the oracle, each 
of its movements is supposed to give some in- 
dication of the character of the person holding 
it. If, for instance, the fish should lift its 
tail and recline on its side, the disposition of 
the person who has hold of it would be shy 
at the same time gallant and true, etc. 


OPPOSITION TO NATURE DESE- 
CRATORS. 


Public opinion has awakened with a venge- 
ance to the desecration by advertisers in 
England and on the continent, and societies 
have been formed for the suppression of ad- 
vertisers who desecrate nature, and who have 
recently taken to spoiling the beauty of the 
heavens, It is sad, but is unquestionably 
true, that thus far the reformers have found 
everything against them. They vigorously 
attacked the men who painted signs across 
the face of the beautiful cliffs or spoiled the 
magnificence of the hills by plastering the 
surfaces of the rocks with advice concerning 
kidney complaints and kindred afflictions, 
and they have been particularly agile in their 
pursuit of the men who throw the names of 
soaps and cosmetics upon the clouds by 
means of powerful lime lights from the top of 
big public buildings in London. The soci- 
eties claim that the newspaper is the proper 
mediums for advertisers, aol the newspapers 
have come to the support of the societies in 
their work, But the men with the powerful 
lights have beaten them at all points, except 
caw the lime lights have been thrown upon 
public buildings instead of upon the clouds. 
In these rare cases the reformers have cuc- 
ceeded in mulcting the advertising men in 
slight damages, but in all other directions 
vandalism is still triumphant. This may 
prove of interest from the fact that the re- 
formatory societies of Great Britain have es- 
tablished branches in New York, Philadelphia 
and Montreal.—. VY. Sun. 

te 

A wise advertiser realizes that his advertis- 
ing contracts require as much attention as the 
most important part of his business, and jus- 
tifies that belief by adopting the newest 
methods of originality in design, and, in fact, 
treats this branch of his business with appar- 
ent interest—not in the half-hearted way in 
vogue with so many, as if it were a legitimate 
blackmail—but as though advertising were an 
advantage, whose advantages could net be 
taken too much advantage of,—Martime 
Journal, 
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Pills—Doctor Dos’em has been ex- 
pelled from the Medical Association 
for advertising contrary to the code. 

Squills—How did he advertise ? 

Pills—He was called to lead the 
prayer meeting the other evening and 
he walked up front and gave out the 
hymn, ‘‘ The Great Physician now is 
Here.” 


KNEW WHERE TO GO TO. 

**Can you match this piece of calico?” 
said Farmer Oldtime as he entered 
Cobwebb’s dry goods store. 

‘* Guess so,” replied Cobwebb, as he 
reached for a roll of dust-covered 
goods on his shelf. 

** Gi’ me a quarter ofa yard. Mandy 
wants to make over a dress she bought 
nine years ago, anda clerk at Whole- 
page’s told me I could find it here be- 
cause you never advertised any.” 
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VARYING RATES. 


A special agent seid: ‘I received a propo- 
sition to run a line of advertising, which, from 
the specifications and rate, | knew to be the 
Paskola business, The rate was satisfactory, 
so Iaccepted it. I noticed, however, that an- 
other Western paper was offered but 2% cents 
a line, while the National Agency had been 
paying 10 cents for the same business. U 
inquiry, I learned that the representative fad 
accepted the Dr, Greene Nervura advertising 
from the Pettingill agency at the lowest rate, 
hence had received a proposition for Paskola 
onthe same basis. He had frequently boasted 
of his ‘ cuteness’ in getting such a good price 
from the National,” 

Another representative, who had been re- 
ceiving six cents a line, was asked to take it 
at two cents because of a similar price on the 
Dr, Greene business. 

The manager of a prominent New York 
advertising agency, who asked that his name 
be not quoted because of his relations with the 
parties concerned, when requested to express 
an opinion concerning the Paskola matter, 
said: 

“There is one point that seems to have 
escaped the attention of the news: r repre- 
sentatives and possibly of the Paskola people. 
Few advertisers, unless of large experience, 
appreciate the relative importance of the vari- 
ous positions that a newspaper can give. 
Where matter has been carefully prepared in 
imitation of news matter, it is of the greatest 
importance that it should have the best posi- 
tion obtainable, 

‘In a newspaper there are practically five 
different positions, and they rank in the fol- 
lowing order: 

*(1) Top of full column, next reading, 
unclassified, set in body type of paper, 
on specified page. 

“(2) Top of column, next reading, un- 
classified. 

**(3) ‘lop of full or broken column, next 
reading. 

“(4) Next reading. 

“(s) Run of paper. 

“No. 3 of the schedule given, in many pa- 
pers, can be obtained for from 10 per cent to 
30 per cent less than the rate asked for No. 1.” 

The Pre-Digested Food Company is said to 
have expended about $100,000 for advertising 
since last November, and the sale of Paskola 
is reliably reported to be second to but one 
proprietary remedy in the market. 

he single exception is Paine’s Celery 
Compound, made by the Wells & Richardson 
Company, of Burlington, Vt.—Fourth £s- 
tate, 


BELIEVES IN CHANGING COPY. 


Advertising space costs a good deal of 
money, and no advertiser can afford to waste 
it or allow it to lose any of its value by neg- 
lecting to furnish fresh copy frequently. An 
advertisement that runs along month after 
mouth without change does not pay the ad- 
vertiser. It loses its effect and is worth prac- 
tically nothing after the first half dozen inser- 
tions. This is the reason that many people 
do not find their advertising paying them. 
An editor who never changed the news or 
editorial in his paper would not expect his 
paper to pay him, and an advertiser who 
never changes his advertisement, but expects 
the public to read and be interested in the 
same stereotyped card, day after day and 
week after week, need not expect returns 
from the space he uses.—Maritime Journal. 
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HOME ADS ARE MORE DE- 
SIRABLE, 


We spend hours and stamps in wrangling 
through the mails with an agent who wants 
to fit a $20 ad into a $50 hole, when half the 
time and effort and vital force, put into run- 
ning around among our own people, would 

— get us two or three $50 ads for $50 
oles, I regard every home ad from respon- 
sible parties worth at least twenty-five per 
cent more than the best foreign ad. Its local 
character makes it half a news item ; it helps 
to render your own advertising pages a busi- 
ness picture of your town, and you are not 
obliged to handle it at long range.—Newsfa- 
perdom, 


From Printers’ INK’s standpoint, 
the only wonderful thing about the 
paragraph quoted above is that any 
newspaper man can be found to cham- 
pion a different view. 





IT DEPENDS ON HOW IT IS DONE. 


Sometimes a firm is successful in spite of 
taste, because it knows how te tell the 
public it has a useful or valuable article for 
sale. Half the people think Goodrich made 
his money because he published ugly portraits 
of himself, There is just where they don't 
know anything about it. If he published a 
portrait of Lydia Pinkham, the great Khan 
of Tartary, or Lillian Russell, or had used a 
cut of the clover leaf, or even had used no 
cut at all, the result would have been the 
same, ‘The peculiarly striking feature of that 
advertisement was not apparent. What was 
it? It was made up of two things: First, it 
advertised something that every grown man 
wanted, at a very low price. ‘Then the 
advertiser lived up to the remarkable promise 
which he made. Noone was able to say his 
advertisement was a humbug. The goods 
were needed; they were cheap, and could be 
obtained at every post-office at a low figure. 
The quality was guaranteed. Now, it would 
have made very little difference what sort of 
display such an advertisement had, Every- 
ly who buys is looking for just such things, 
and when an honest men tells his story in an 
honest, convincing way, the deed is done. 
Now, when old Grumblegreen wants to 
make money in the same line, he starts with 
an article that is only worth half the price he 
asks for it. Then he proceeds to get his ugly 
face transferred to metal, and rings changes 
en his portrait, and fills every newspaper in 
the country with his big portrait and hissmall 
“ad.” After this he wonders why he does not 
make as much money as the honest man,— 
Business. 
te 
PICTORIAL ABSURDITIES. 


The carelessness with which certain adver- 
tising designs are prepared and the reckless- 
ness with which they are used argues poorly 
for the common sense of those who are respon- 
sible forthem. It shows also a disregard for 
the critical opinion of the public. The viola- 
tion of a mechanical principle, the disregard 
of truth in delineation, the assumption of im- 
— results, to savy nothing of the ridicu- 
lousness which occasionally enters into the 
sketches, is to be as much condemned as a 
misstatement of a business fact.— Business. 

: . 

Noau was the first man to advertise. He 
advertised the flood and came through: it all 
right.— Fostoria (O.) Review. 
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YOUR PICK. 
Axron, Ohio, Sept. 27, 1894. 
Editor of Printers’ Ink: 
The following sign displayed in the window 
of a haberdashery store in this city has many 
second glances turned toward it : 








YouR 


—— 
soem. 

















W. E. Younc, 


ANOTHER ACCIDENTAL COMBINATION, 
Office of t 





Fett & Tarrant Mrc.Co., 
Cuicaco, IIl., Sept. 26, 1894. 
Editor of Printers’ Ink: 
_ Note the combination—evidently uninten- 
tional—made by the two advertisements, which 
are clipped from Demorest’s Magazine: 








Nogatacenres. 
jonree bleage. 
Send movey by P.O. Order. 
Agents wanted ; catalogue free. 


Mention Demorest'’s Magazine In your letter wnen vou write, 





PEACE AND COMFORT 
FOR TENDER FEET. 


To tad ing. im. 
- ese 


Dork E, Fevr, 
oo 
LIGHT AND AIRY. 


_ The Rev. Mr. J. Savage, in a letter describ- 
ing things seen in Wales, copies this adver- 
tisement: ‘Mr. and Mrs, Llewellyn Jones, 
having cast-off clothing of every description, 
invite personal inspection,” — Chicago Tri- 
bune. 
i 
Many men who doa large amount of adver- 
tising have a tremendous amount of vanity. 
They esteem themselves highly, and anything 
that goes to flatter their vanity appeals most 
strongly to them, It is this characteristic 
which leads them in so many cases to put 
forth their own pictures in the street cars and 
in other similar places.— Business. 





PRINTERS’ INK. 


Classified Advertisements. 


Advertisements under this head, 
withou be Ey 25 cents a line. Must be 


handed f in one week in advance. 


WANTS. 
G OOD HOUSEKEEPING. Ads. 


Gor HOUSEKEEPING. Ads. 
GQ UNBEAMS, FOR THE LITTLE FOLKS. 


5 lie ST. NICHOLAS MAGAZINE wants your 
attention, and eserves it 


WW 4st5D- —Small half-tone cuts. Send proofs 
4% — prices. DUPORT, North Elm St., West- 
field, Mass. 


(SEER peceend: and prices for page plates, 9x12, 
) sma gee matter. A. E 
BECKWITH, Norwich, Conn 


A PUBLISHER wishes to buy for cash whole of 
or part interest in first-class daily or maga 
zine. Address “ R.,” Box 569, New York. 


W? ANTED — ial resident representatives, 

one in N. Y. City and one in Sg ee for 
Kentucky trade paper. Address “R. P. CO.,” 
care Printers’ Ink. 


1 beg newspaper men to know the saving of 

ime, labor and money caused by the prep- 
aration of copy on the Remington Typewriter. 
327 Broadway, New York. 


i LUTHERAN EVANGELIST, Dayton, O., 
nts advertisers of good things, and ad- 

vertionrs of good things need the LUTHERAN 

EVANGELIST. Small rates large returns. 


RE you in doubt about the sae of 

i pe egg ag ogg eo £ Send $5 for ex- 
Refer Printe Ink. sap. 

RRADE & IN INDUSTRIAL PRESS, "Wash’ n, D.C 


TRasmase man wants line of blankets as 
my —— = commission, to sell to the best 

trade in Sout Best of references as to abil 

ity aon reliability.” _BLANKETS, Terrell, Texas. 


\ THAT can we do for you in Washington! 
— ee with departments, in- 
terview atr‘o by writing to ASSO. 
TRADE & IN INDU STRIAL * 2eS8, Washing’n D.C. 


(CLASSIFIED advert sements will be accepted 

(without display) for the Year Book issue of 
PRINTERS’ INK (November 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 


teed 20,000 copies 

W ANTED—An agent in ev ry city to do about 
one week’s work. May lead toa permanent 

position. A printer or reporter would have 

prerenee. Arey. rp — handwriting. State 


age and sa CO AS pected. Give refer- 
Aare PRIN ERS 1 INK 


ences , 10 Spruce St., 
New Yo 


| OOKKEEPER wanted. Salary $18 a week. 

Position permanent if satisfaction is given. 
Work requires careful attention to details, but 
not burdensome in amount. Apply in own hand- 
writing. Mention experience, age and refer- 
ences. Address “PROMPTNESS AND ACCU 
RACY,” care Printers’ Ink, No. 10 Spruce St.,N.Y. 


W ANTED—A good correspondent, one famil- 
iar with advertisers and newspaper ad- 
vertising business. Must have sufficient ability 
to take charge of a department. 
will be 
strated 
tion. 
cago, Ill 


AFTER advertising in PRINTERS’ INK over a 
month I have got just one answer. I know 
many men have my ads. They must have 
been poorly written to get butone reply. So I’ll 
try again. Ihave a wonderful remedy for dys- 
popeia. I know of but three cases it has failed 
o cure. Iam now looking for capitalists to go 
in with me and push the sale of this remedy on 
a larger scale than I can afford. To show how 
good my medicine is I propose to cure capitalists 
(if they have ayepepets) without charge. I am 
neither a crank nor fraud. am a poor man 
with - roma remed mean precisely 
whatIsay. “B.B.,” care rinters’ Ink. 


Liberal salary 
id to a person after he has demon- 
Fee! to Eo a fill the posi 

8S. H. FULLER’S ADV. AGENCY, Chi- 
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\ 7 ANTED— Premium pictures or calendars. 
Address at once THE GAZETTE, Lo Roy N.Y. 


a es 
ADVERTISING MEDIA. 


einorpermae URNAL. ea 


Pe GUIDE. Mailed on recei 
STANLEY DAY, New Market. « 


ARDWARE DEALER’S MAGAZINE. Send 
for adv. rates and copy. 78 Reade St., N. Y. 


COVER the State of Indiana. 13 leading dai 
lies. FRANK 8. GRAY, 12 Tribune Bldg., N.Y. 


TT. corner AND Rt 96 Maiden 
ane, N. Y. y good for 
careful Ss SY, 


NY person advertising in PRINTERS’ INK 
<\ to the amount of $10 is entitled to receive 
the paper for one year. 


I OMINION News mn 8.26, eany papers). 





Sworn circulatic 
PRINT CO., Hamilton, € 


AVE ag ever tried it? Circulation, 5 
a a It_ pulls. AMERICAN 
HOME JOURNAL, Easto n, Pa. 


A DVERTOERS Only 10 cents per line ; circu- 
lation 20,000. Best medium on earth. CRIPE’S 
COMMERCIAL REPORTER, Marion, Ind. 


] EADY PRINTS—All sizes ; sizes ; low prices ; varied 
features ; ial news service. UNION 
PRINTING COME ANY, 15 Vandewater St., N. Y. 


D= RING cupecrapties season we tem' ounce 
suspend no sample cong Fe rule. Send rey. 
imen. ART IN ADVERTISING CO.,80 5th Av. Y. 


T= METROPOLITAN AND RURAL HOME, 
N.Y., an agricultural and family journal, is- 
sues over 500,000 monthly. 1 


It pays advei 
‘HE bene ee ee 285 Broadway, N Y. 
a ee -in-advance circulation of any 
similar mont in the United States. Send for 


rates and sample copy 


DVERTISING in —— of “known cir- 
é culation” means “* NEss.”” For partic 
ulars address A. FRANK RICHARDSON, Tribune 
Bldg., N. ¥ Chamber of Commerce, Chicago. 


‘'LASSLIFIED advertisements will be accepted 

/ (without isi (Rovembe for the Year Book issue of 
PRINTERS’ INK (November 28) at 25 cents a line. 
Book of about 600 Fi tion guaran- 
Fee 20,000 copies. 


soy” OUR OF pager r isa hustler for orders.” —J. J. 
is refers to PARK’S FLORAL Mac- 
AZINE. The publisher guarantees 125,000 circula- 
tion each month. Advertisin oa 517 Temple 
Court, New York City. C. E. ELLIS, Manager. 


On religious journal in the United States 

doubled its ——— since May 1, 1894. 

per is the LUTHERAN EVANG b- 

weekly at Lape — pAdvertising 

application to THE LUTHERAN, EVANGELIST 

"Ge N. Rupley, Business Manager, Day- 
a Ohio 


I 7 RATERNITY PAPERS—1 am special agent for 
all the official and leading papers of the va 
rious fraternal orders. One inch, one time, in 
18 of the best pal rs, will cost $25 Rates fu 4 
nished on § lists of Masonic, Royal A 
num, A. O. a Kni hts of Pythias and alloth, 
at AS By ‘dena or list and rate card. 77: 
S. KRANTZ, Special Agent, 102 W. 14th St., N. Y. 


BOOKS. 


66 QMALL TALK ABOUT BUSINESS!” A 
banker’s business helps for men & women. 


{MALL TALK ABOUT 9 guides 

you to aoe safet Paper 40c., cloth 
75e. Our ca’ techy boo t tells About tt and mailed 
free. FREMONT PUBLISHING co., yrewent, 0. 


I ANGER SIGNALS, a ss all of —_—— 

hints for general advertise by 
mail, 50 cents. Address PRINTERS’ INK, 10 
Spruce St., New York. 


Cr witnont advertisements will be accepted 

(without display) for the Year Book issue of 

NTERS’ INK (November 28) at 25 cents a line. 

Book ots of about 600 pages. First edition guaran- 
teed 20,000 copies. 


ee 
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MISCELLANEOUS. 
GT. NicHoLas. 


GP HOUSEKEEPING. Excellent. 


Geom HOUSEKEEPING. Excellent. 


QUNBEAMS, FOR THE LITTLE FOLKS. 


a cabinet photograph a and 35c. and receive 
12 miniature photos. G. FAIRFIELD, Wind 


‘PRE 


Persian Corn Cure re. fails to 
Send for free sample. 


M. COHIN, S30 We ols bist 

Pvrine oy a, spec 
mailed on Rest of the year 

cash. ART (NAD IRTISING, 80 Fifth Ave.,N.Y. 


Oy SSIFIED advertisements will be accepted 
4 a e lay) for the Year Book issue of 
; — + 0 cero a bt =— a line. 
Book of abou ‘non Firs! on guaran- 
teed 20,000 copies. 


ion copies 


SUPPLIES. 


’ AN BIBBER’S 
Printers’ Rollers. 


INC for a eos & COOK, 19 
Water St., New Yor 


A es in su fa business when noth- 
ill. ST. NICHOLAS. 


T= LUTHERAN EVANGELIST, oem, Ohio, 
supplies advertisers witl with custom: 


Dee paper on earth. ART IN ADVER- 
Fifth Ave. h Ave., N. N.Y. Send fora copy. 


Pi ess ; Gordon movement ; c 4 


NEW ERA job 
inder distr. J. M-JONES & CO. ra,) 


pas PAPER is printed with ink aeeentnet. 

by the W. D. byl aaa PRINTING INK 

bape L't’d, 10 Spruce St., New York. Special prices 
to cash uyers. 


By =F ype re reproduced and addresses 


Experts can } careey 
a i a rae io tementiteg: Gs 
ic Temple, Chicago. 


poner DEALERS- M. Plummer & Co., 4 

Beekman St., N. Y., sell every kind of paper 
used by printers and pldbtlaners a at lowest prices. 
Full line quality of Printers’ Ink. 


Bere than typewritten letters—100,000 fac- 

simile letters, size 5}¢x8, —— in end 
own handwriting, on well-finished paper, $ 
LANDON PTG. Co., Columbus, Ohio. 


JLLECTROTYPE CABINETS. Advertisers use 

4 ya =. a cuts. Dust-tight and vermin- 

Feet s sizes. Price lists supplied. 
EBER WELLS, 157 William St., New York. 


CLASSI FIED advertisements will be accepted 
(without display) for the Year Book issue of 
’ INK (November 28) at 25 cents a line. 
Book of about 600 pages First edition guaran- 
teed 20,000 copies. 
AN you think of a better ad Lay a personal 
/ letter mailed to each whom 
want to reach ! = a copies > a letter, on linen 
»per, add: ed,folded, 
nelosed ao addressed envelopes and sealed, cost 
about a each. Send for samples to A. B. 
KING, #7 William S8t., N. ' vs 





ADDRESSES AND ADDRESSING. 
S'- NICHOLAS. 


A®t IN ADVERTISING. Write for a free spec- 
imen copy. 80 Fifth Ave., N. Y. 


’ {HE DONALDSON GUIDE contains the address 

of every overa house peewee and every 
billposter in ae United § and Canada. 
Price, 3300. W.H DONALDSON, Cincinnati, 0, 


(UASSIFIED advertisements will be accepted 
(without display) for the Year Book issue of 
ERS’ INK (November 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 


PRINTERS’ INK. 


)»ERSONS who have pany =~ for ad- 
rtisers and consumers int nto contact hargugh 


lists of names and add them 
in 4 lines, under this head ‘ones for one dollar. 
Cash with order. 


a ye bought, sold or rented. Valuable 
Li" lines of fresh letters ‘al 


~# iways 
A “Write ee / and prices. Medical let 
ters a specialty. LEFFINGWELL & co., 112 
Dearborn 8t. 


“ cago, I . 





—_—————ee 
ILLUSTRATORS AND ILLUSTRATIONS. 
St NICHOLAS. 


~ OLID TYPE talks inGOOD HOUSEKEEPING. 
Illustrated ads show excellent. 


3 OLID TYPE: talks in GOOD HOUSEKEEFING. 
d ads show excellent. 


i Aa for sample copy of ART IN ADVERTIS- 
80 Fifth ih Ave., New York City. 


\ JOOD ENGRAVING. Best work only. H. 
SENIOR & CO., O., 10 Spruce St., N. Y. 


LLUSTR’D features for new: Ts and 
HARPER ILLUSTRATING 8 Ses 


RAWINGS and designs for advertising and 
illustrations. K. LUTZ, 229 E. 14th St., N. Y. 


ANDSOME illustrations and initials for =a 
a weeklies eye poner printiog, 
ae romps uts free 
SAN ILLUSTR TING CO. Newark, N.J. 

(CLASSIFIED advertisements will be secepted 

(without ic Ro y) for the Year Book issue of 

coo” 28) at 25 cents a line. 

First ition guaran- 





PRINTERS’ —_ = 
Book of abo 
teed 20,000 co; 


} ge ae MASTERPIECES is t is the finest Stypvated 
sing sheet on the market. El 
for oh ican supplement or for merchants | 
Sample and agents for fall “agp holiday trade. 
Sample an ean for stamp. RIFFITH, AX- 
& CADY CO., , Holyoke, 7 


PORTRAIT of yourself. There are times 

when you mig! t _ one make good ik in ad- 
vertising matter. likenesses, 
clean and —_— for for newepaper w Finer work 
for other RPER ILLUSTRAT- 
ING SYN 1c TE, Columbus, Ohio. 


pc ames Reece =~ ds satel 
STREET CAR ADVERTISING. 
JONSON'S figures are never beaten. 
e 


A J. JOHNSON, 261 Broadway, New York City. 
. 


. 7RITE TO FERREE, First National Bank 
Bidg., Hoboken, N. J. 


Car Advertising, 


Street everywhere, 
‘Ged. W. LEWISCO., Girard jdg., Phil’a, Pa: 


Bs inducements for advertising on the ele- 
vated railways New York, Brooklyn and 
street cars everywhere. Rates and ori; 

sketches free. COHN BROS., Temple Court, N. Y. 


‘LASSIFIED advertisements will be accepted 

/ (without display) for the Year Book issue of 
PRINTERS’ INK (November 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 


TO "LE T. 
ADVERTISING space in ST. NICHOLAS. 


( ¥ OOD HOUSEKEEPING. Space. 
X¥ H. P. HUBBARD, .D, Mgr., 38 Times Bidg., N. 


G OOD HOUSEKEEPING. Space. 
3 H.P. HUBBARD, Mer., igr., 38 Times Bidg., N. Y. 


RT IN ADVERTISING. Sam mple co) pies Gu 
free during October, 80 Fi 80 Fifth 


LASSIFIED advertisements will be acce aa 

J (without dis" lay) for the Year Book issue of 

’ INK (November 28) at 25 —_ a line. 

Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 

Te pase tent office in buildin No. 10 §; ruce 

g Large and a lig hi 

electric tight size about Can be subdi: 

vid to several offices. werent, $50 a month. 

further GEO. P. 


ar particulars address 
ROWELL & CO. 





PRINTERS’ INK. 


NEWSPAPER INSURANCE. 
"Sr ors and future business by using 


Ct thou eae ats ik ree | 
without ‘or ear issue 01 
Pan ” oe ber 28) at 25 cents a line. 
First edition guaran 


PRINTERS. 
V AN BIBBER'S 
Printers’ Rollers. 
8-PAGE booklets, $10. Printed intw 
3000 colors. UMLER BHOS., Charleston,lll. 


N EW borders for effective effective advertising ey 
E.L.SMITH, 180 Washington St., Bosto: 


BILLPOSTING AND DISTRIBUTING. 
A®T IN ADVERTISING. 80 Fifth Ave., N. Y. 


H. JOHNSTON, advertising distributor. 
1531 Frank Mo 


lin A’ve., St. Louis, 


PULPOSTERS — The Donaldson Guide con- 
tains the name and address of every bill 

r in the United States and Canada. ice, 
3.00. W.H. DONALDSON, Cincinnati, O 


clas advertisements will be escepted 
(without Gieplay) for the Year Book issue of 
>RINTERS’ INK vember 28) at 25 cents a line. 
Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 


anal 


PREMIUMS. 


Oo catalogue bee 1s the best premiums. HOME 

BOOK COMPANY, 142 Worth St., NewYork. 

eta & machines half p price 8 ice to publishers. 

. AM. . MACHIN icago, Lil. 

T= best way to Judge of 1 of ART IN ADVERTIS. 

ING is to send a dollar and read it for a 
year. 0 Fifth Ave., N.Y. A 


IT. Pm me celebrates hi his twenty-first birth- 
so successfully that = first edition of 
the p A number is all so 
Pree sowing a are the best 
ill increase your circulation. FAV ORITE 
MFG. CO., 342 Wabash Ave. sh Ave., Chicago ‘0, TL 
LASSIFIED advertisements will be accepted 
ow displayffor the Year Book issue of 
x (November 28) at 25 cents a line. 
Book of Spout 600 pages. First edition guaran- 
20,000 copies. 





ADVERTISING NOVELTIES. 
GS UNBEAMS, FOR THE LITTLE FOLKS. 
Aovearmne rates invariable in ST. NICH- 
OLAS. 
rise. Sub- 


remont, O. 
our circulation 


po booming any - business or ente 
stantial. NAT. ACC’T FILECO., 


Q EWING machines will boom 
Write for iculars and FAVORITE 
MFG. CO., 342 Wabash Ave., Chicago, Ill. 


F OR the purpose of inviting announcements 
of Aavereens, 5 Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be 
serted under this head once "tor one e dollar. 


UNT MARY’S Handy Needle and Thread Pack- 
(for men’s use) takes. 180 words of your 

ad. Costs you 1 cent each. Sample by mail upon 
request. F. W. HALL, 178 Broadway, New York. 


( \LASSIFIED advertisements will be accepted 
(without display) for the Year Book issue of 
Printers’ INK (November 28) at 25 cents a line. 
Book of about Goo pages. rst edition guaran- 
teed 20,000 copies 


UR latest clock is a small silver-plated affair. 
about four inches high, with dial prin 
in colors. There is room on this dial to 
adv. very effectively. The clock is just the thing 
A remiums or general advertising, as it is 
—e ona the price for quantities is ver 
e have no free sam samples, but wil 
P - a one = mail for 75 cents. D. PHELPS, 
Ansonia, Conn. 


be in- 


FOR SALE. 
ADVERTISING space in ST. NICHOLAS. 


Mae home me happy ART IN ADVERTISING. 


B. 
B bbc attest ene 
$1 & 4 lines 50,00 = oe proven. 
WOMAN'S WORK, athens 


OR e- Controlling in 
ly and weekly paper in “4 city i of good Pa. 
Fe = 94,000, write Printers’ 
LASSIFIED advertisements will be acce’ accepted 
—— d mx (November for - Year Book issue of 


ovember 28} at 25 cents a line. 
Pook of of about 900 First edition guaran- 
teed 20,000 cae 


foe SALE—Live list of 1 
senti a payers in A... te = rin Ohio 
accurate 


Lists 5 and 
— pveRS i G. CU., Nashville, to 


2,500 ery and job office, pees in 
DLs e city of over 100,000 po) 

p tah g material in exoollant cont: 
tion— aoa hing on point system. Prints two 
mon! y: 8 pers, and one magazine, 
with , soeee me ye me — of years comp printing. ni 
ealth ears sacs compel — re- 
tire. Write = ™ FAUS 


i ge F a nih & 


7 sowsnee per, 

business, in alive 

a bargain, both as to 

sale: A recently insolvent railwa; 

En owned the controlling hanes which 
thecated with a banker. The banker 

bouste in the newspaper plant “e receiver's sale, 

and now offers it at —— sale for reimburse- 

ment on the loan. For jicu dress 

“ BANKER,” care Printers’ Ink. 


7 en and 


construction 


ELECTROTYPES. 


EAD head list teraporarily suspended. 
D IN ADVERTISING. 80 Fifth Ave. ,N. ¥. 


I F you are an advertiser ge get — prices on 
electros. Work and prices the best. You 
can ask Johnston, of Printers’ y Address 

CHAS. CRASKE, 45 & 47 Rose St., New York. 


E best ad can be spoiled by a poor printer. 
| We display ads so. they, will'ca catch fhe Jolly: 
and also furnish electros. 
STON, Printers’ Ink Press, 10. ad Se NY 


( \LASSIFIED advertisements will be me 
(without display) for the Year Book issue of 
’ INK (November 
Look of about 600 pages 
teed 20,000 copies. 


JICTURES talk. 5,000 subjects to select from 
at 2 — each. Anys 


ART 


28) at 25 cents a line. 
First edition guaran- 


4 cents 
our ads. Th 
will pay, vou CHICAGO PH ENGRAVIN 
co., E. Madison St., Chicago. 


W E eres electrotypes for for agencies and 


pos ge than any other make. Our facilities 
enable us to fill la ax small orders at a low 
rate. WM. T. BA M & CO., New Haven, Conn. 


C=. is preferred by advertisers be- 
it is 10 per cent chea than other 
wood or metal base cuts; it is -) light for —— 
purposes you save the cost 
wood as well as a special xy Sie. Geiluty, 
og cellut; a A ma = ae iis 
itimore, Md., 


samtiat * cman 
SPECIAL TING. 


DITORIALS,, ndence 
| te paregrephin ys Ward St Philadelphia.” 


G IVE ee re Test. He needs it. Ne, 
. copy ” ht as the locals. G.T. H HAMMOND 
ewpo 


mene advertisements will be accepted 
(without display) for the Year Book issue of 
— ovember E> ot & cents a line. 
Book of about 600 pages. First ion guaran- 
teed 20,000 copies, 
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ADVERTISING AGENCIES. 
A™ indorse ST. NICHOLAS. 


GONBEAMS, FOR THE LITTLE FOLKS. 
A GENCIES know GOOD HOUSEKEEPING. 
A amc know GOOD HOUSEKEEPING. 


EO.8. KRANTZ, 8 napoatal special advertising agent for 
N. Y. dailies. 14th St 
pore of Boston would like to show you where 
to plant the pennies so as to reap the dollars. 
yaane experience in yey me advertis 
25 ins GEO. W. PLACE, 52 ne N.Y 
100 LEADING dailies, cire. 6, rate. 
FLETCHER abv. AGENCY, Gers 50. 
ODD’S AGENCY, of takes 
special satisfac ‘tion in yout yy results 
from a small outlay. 
St ped ou wish to advertise any boy 3 anywhere 
time, write to the ROWELL 
ADVER' SING CO., 10 Spruce st. New York. 
ICKS’ New: or Advertising Agency, 
H WILLIAM ee} LICKS, proprietor, 
a St., New York. 


ODD’S AGENCY of Bost t a looks to every 

link in the chain—prepares the most at- 

tractive so pega and places them in the 
most effective mediums. 


Oy ey steiiaiaauane will be accepted 
(without display) for = Year Book issue of 
— r aa som | 
of about 600 pages. 

teed 20,000 copies. 


Ts INTER-STATE ADVERTISING AGENCY, 
Kansa: 


a le 
—— We prove our work. If you wish 
enter this ‘field, write to us. 


faEE cn ec 
ADVERTISEMENT CONSTRUCTORS. 
S* NICHOLAS. 


28) at 25 cents a line. 
First edition guaran- 


q™ SCARBORO. 
O I. C. ORIGINAL IDEAS IDEAS CO., 1008 Ward St., 
e Philadelphia. 
ATTA LOUS ads made; easy terms. R. L 
CURRAN, P. O. Box 2208, New York City 


y <5 poms, 2115 West Norris St., Philadel- 

phia, Expert critic of advertisement;; 

17 years’ estenes ; charges moderate. Write 
for car expe 

es the inspiration * Fe two-dollar bill I'll 

pat tie ne Singage Ay tle ad. Don’torder 

a big one ome at this auton SCARBORO, Box 63, 

, 


E ae aces out more ads and better ones 
than any other house in the business. M 

JOHNSTON, Manager Ink 

Spruce St., New York. 
DS and business writing of all I pene gees but 

ost 
compatible with good work. FRANK H. CHAP- 
LIN, 209 Abbott St., Detroit, Mich. 


A SLIGHT sady of the nature of the 
shows them to be of the 

try fo write that kind. Interest you 
H. CHAPLIN, 209 Abbott St., Detroit, Mich. 


8 your advertising space space well occupied! Is 
ere room for = rovement in your ads? 

I’m helping man at can I do for you? 
FRANK H. CHA LIN, 209 Abbott St., Detroit, 


nters’ Press, 10 


Cuan: advertisements will be accepted 

(without me piey) fox for the Year Book issue of 

ovember 28) at 25 cents a line. 

Book of about 600 pages. First edition guaran- 
teed 20,000 copies. 


PPOINT yourself a committee of one toinves- 


H. CHAPLIN, 209 


Write F 
St., Detroit, fich, 


PRINTERS’ INK. 


66 Box of Ideas for Advertisers.” 50 illus- 
trations. 70 styles of ready-made ads. 


Table < so pees. ——— of valuable sugges 
Only 25 cents, a b Be 


tions. 
MALLETT. Mpublisher, 78 Read Reade 


[*s of monotonous Pe an illustration 
“ stands out” and cate — the eye. Let me 
make your ads “stand out” from the others. 
That’s a you’re after. Ten outline drawin: 
Per ore elaborate work in proportion. R 
WILLIAMS, 152 Loan and Trust Bidg., Wash- 
ington, D.C. 


A rs. nent ollege, cure for uifoncnens, 
orist 
clothier, typewriter = es, ‘ladies = new By poe 
whiskey are the subjects I’m shaping ads for this 
bn iness Belices, ”” samples, etc., for a 2c 
amp, J ‘ARBORO, Box 6, Station W, 
Broo yn, N. 


I MAKE this offer to zeputehie retailers: My 
rice for writ retailadsis $1 a 





a th ~ d his 
king, I'll sen $1 
full Nut about | 
T M. MOSES, Bo: 
. Send for proof of 23 cuts for 
They are not “trade cuts,” They are the 
kina = 8 will notice. 


[*2 r to be sure of gettin getting =! work done in 
ps “the nip = wa: . thw ag —_— oyed the ve 
best business artist Iam in touc 
with the best pI ane =. best printers in 
America. I want orders from those who appre- 
ciate the importance of having their advertising 
matter just right—who do not care to waste 
time an in experiments—who are will- 
‘air price for extra good work. I 
write advertisements, circulars, klets and 
catalogues, furnish illustrations for all peapenes 
pool take full cha of the printing when it 
8 advisable. rite tome. CHARLES AUS- 
TIN] BATES, Vanderbilt Bldg., N. Y. 


NEWSPAPERS 
ano PERIODICALS. 


dvertisements under this hea this head, two lines or more 
“a di. oy, 25 cents a @ Hine. With dis 
lay or ‘a ice is 
50 cents a lines Must | be h handed 
in one week in advance. 


CALIFORNIA. 


os ANGELES TIMES leads in —— Cali- 
4 fornia. Sworn circulation 14,000 daily 


CONNECTICUT. 


7 O advertiser should place business in Eastern 
Conn. without including THe Day, N. London. 


weeny TIMES: Hartford, com 


T THE UNION, 
Bae port, Conn. 





























Daily y 3,500. 
Western amma thoroughly covered by the 


L. Mos New York 
Vanderbilt Bldg. THE UNIO. 
CO., Bridgeport, Conn. 


THE HARTFORD TIMES. 


Representativ: 
PUBLISHING 





WU LIE O. Burr, Publisher. 
RovFvs H. Jackson, Bus. Manager. 
Daily— 12,500 circulation. 


The groat advertising medium for reaching the 
Nutmeg State. 


Weekly—7,000 circulation. 


PERRY LUKENS, Jr., New York Representative, 
73 Tribune Building. 





PRINTERS’ INK. 


THE TWO HERALDS. . 


WATERBURY SUNDAY HERAT. 
BRIDGEPORT SUNDAY HERALD. 
Every nook and corner in the Nutmeg State is 
covered by them. By special trains an wy pony 
expresses these two papers are delivered Sunday 
morning all over Connecticut. Special editions 
are sent into Hartford, New Haven, Meriden, 


Danbury ¢ aa Ansonia. 
Cc 80,0900. 150,000 Readers. 








GEORGIA. 


7; ENTERPRISE, Smithville, Ga. Official 
organ of Lee County. All home print. 


INDIANA. 
The Big Weekly of the West. 


The AMERICAN TRIBUNE, of Indianapolis, Ind., 
is the largest Ww EEKLY published in Indiana’ 


IOWA. 


I O YOU want the name and address of the 

business men and farmers in lowa! If you 
do send t and get a co — of the lowa State and 
eae | oo ress THE TELEGRAPH, 























KENTUCKY. 


oo FARM, Lexington, reaches horse own- 
ers. Anything to say to them! 


MERICAN BAPTIST, Louisville. Est. 1879. Best 
A adv. medium among colored people in South. 


MAINE. 


BANGOR COMMERCIAL. 














J. P. Bass & Co., Publishers, Bangor, Me. 


Daily average, nearly 5,000 copies. 


Weekly average, over 16,000 copies. 
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Minggcestn, 


The Housekeeper, 
Pays Advertisers. 


D ULUTH 
Population to-day, 7! 
The most prosperous a in . country. 


THE NEWS TRIBUNE 
1S ITS ONLY MORNING NEWSPAPER. 


, a Ron. oy = i year. It ~ 4 = 
eading and largest circu news| r a 

head of the lakes. wr. 

PERRY Bo ae Jn., Eastern Representative, 

3 Tribune Building, N. Y. City 


MISSOURI. 


EROLD DES GLAURBENS, St. Louis, Mo. Est. 
1850. Circulation 33,000 Brings results. 
4 he HOME CIRCLE. St. Louis, Mo , is the best 
advertising medium in the West. 75,000 
fi ~ kay Ty month. 50c. per agate line Kstab- 
8! in 1 


Apsiteniien. 





NEVADA. 


NHE WEEKLY COURIER, Genes. Six pages. 
All home print. Leads in Nevada. 


NEW JERSEY. 
THE EVENING JOURNAL, 


JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find [T PAYS! 


NEW YORK. 


QT. NICHOLAS. 
Kw 

















ppuacs es in the COUNSELOR, Rouse’s 





"J BREE “trial lines 25c. in Watertown (N. Y) 
HERALD—3v,000 readers. 

| ers any good business it will pa. 
CHRISTIAN ADVOCATE, New Yor! 





to use THE 
City. 





Perry LUKENS, JR., New York Repr 
73 Tribune Building. 


MASSACHUSETTS. 


40 bn 6t., 50 cts.; $1.50 for 1 mo. ENTER- 
Brockton, Mass. Circulation 7 +000. 
EW SELCED (Mass.) JOURNAL. Daily aver- 


over 4,000. Remember us when placi: 
ads in Southeastern Massachusetts. cuales 


MICHIGAN. 

















T= LADIES’ WORLD 
ulation ae 
Will interest you. 
8. H. MOORE & CO., Publi lishers, 
New York, will send it, together 
with an estimate o m your advertisement. 
RaTE Low! CIRCULATION LARGE! 
F. M. LUPTON’S popular periodicals, THE PEO- 
PLE’s HOME JOURNAL and THE ILLUSTRATED 
Home GUEST. Sworn circulation, 500,000 ~~ 
each issue. Advertising rates, $2.00 per aga 
line, less time and space discounts. For fe 
oop s and further rticulars address F. M. 








p= SUNS, 118,000 weekly. 





PFtRolr SUNS, [ILLUSTRATED and SUNDAY, 
circulation, 118,000, are profitable mediums. 


G — RAPIDS DEMOCRAT, the leadi 
3 perin outside Detroit. 13, 000 daily. 


Bs rag ED CIRCULATION for 

40. 000 on oo «a Line. Sample copies 
root of circulation free. 

“ONCE A MONT ETROIT, MICH. 

I ETROIT ILLU: STRATED SUN, weekly, 94,000 ; 

SUNDAY SUN, 24,000. Adv ‘office, 5i7 Tem- 

ple Court, New York City. Books and press- 

room always open to snapection of advertisers 

or their representatives 

Rs ESU no Advertise = —— you = net Fey. 
urns. Advertisers are w git 

R. SUNS, 


Ban 517 Te mple 


. Write for full particu- 
Circulation, 118,000 weekly. 


MINNESOTA. 


culation Of an TIDENDE | has the largest cir- 


any Norwegian-Danish paper 























V 


in Minneso! 





UPTON, publisher, 106 & 108 Reade St., N. Y. 
A COMPARISON __¥__——~ 


During 1898 the New York EVENING 
POST contained 2 per cent more cash 
advertising than any other evening 
paper in New York, a visible concession 
to its superior value as an advertising 
medium 








ADVERTISING IN 


TEXAS SIFTINGS 


aS PAYS 
REDUCED To 10c. 


GODEYS 


BIG INCREASE OF CIRCULATION. 
Present Rates, 75c. per line. 
Send for rate card giving discounts. 
THE GODEY COMPANY, NEW YORK. 
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The same Illustrated Paper of 
America is 


LESLIE’S WEEKLY. 


Every Live Advertiser recognizes 
this fact and acts accordingly. 
Send for Rates and Copies. 
Witiam L. MiLter, Advertising Manager, 
110 Fifth Ave., New York. 


WINTER RESORTS. 





PRINTERS’ INK. 


GQoeannce San 4 REPUBLICAN ao largest 


) eeeemeermmmee = and WEEKLY, 


lesto 
For guaran eed ehrouiation oe 
Rowell’s D ‘8 Directory. Alway: 


Abunge' wy :- = for 
advertisers’ purposes. 


SOUTH CAROLINA. 


T= cage oR of the Lo of Columb: 
a ow that THE STA’ 
the eight other newspa- 











hk ete 
cast in Columbia (two of them dailies) combined. 





TEXAS. 





The best mediums in Albany th gh 
which to reach the class that patron- 
izes Winter Resorts, are the 


Daily Press & Knickerbocker 


SUNDAY PRESS. 


Delivered at more Homes than all the other 
Albany papers combined. 


RATES ON APPLICATION. 


THE PRESS COMPANY, Albany, N.Y. 
OHIO. 


lh ae TOLEDO EVENING NEWS leads its com- 
rs in local circulation—11,000 daily. 

M Cgngon FARMER for Southeastern Ohio. 
$6 an inch this year. Zanesville, O. 

ARGEST cire’n of any Prohibition paper in 

nation: BEACON AND NEw ERA, Springfield, O. 

AYTON MORNING TIMES and Lf al nag 
NEWS give advertisers | satisfactory r 

{7 OUNGSTOWN VINDICATOR, 7,800 daily, 4 

weekly. Leading newspaper in Eastern Ohio. 

Ave DVERTISING space in the Evan- 


LUTHERAN 
GELIST, Dayton, Ohio. Rateslow. Returns 


























O* religious newspaper in = United States 
its ¢ nee May 1, 1894. 
oe is the LUTHERAN Srapeanaee, Day- 





ond 


HE DONALDSON GUIDE, consulted daily by 
fifteen thousand showmen, theatrical man- 
seers, actors and performers. For rates address 
W. H. DONALDSON, Cincinnati, O. 


r[.HE AMERICAN FARMER AND FARM NEWS 
is poereeeen b 


rectory and PRINTERS 
circulation of any monthly in the State of Ohio, 
the second largest circulation of any month- 
rate is low. and journal in the world. The ad 
low, and advertisers tell us that it pays 
the GEO. S. BECK, —— Ma' 93 
World Bidg., New York City. 


OKLAHOMA. 


f|,HE GUTHRIE DAILY LEADER, the leadin 

morn ng ‘= <4 in the Territory, accepts a 
vertising with the distinct and positive guar- 
antee that it has double the paid circulation of 
any a publishei in Oklahoma. F. B. 
Lucas, A vy. ligr. 





nager, 1 











PENNSYLVANIA. 
C IRCULATION CLAIMS are useless when they 
- not proved. The American Newspaper 
Direc 7 Cyan the rating given the 
— Tha R5! thousand local readers in oe 
e 


mnsylvania. Address W. 
PACE & & ‘SPROUL, Chester, Pa, 








4 i BAPTIST STANDARD, Waco, Texas, 

has a bona fide weekly issue of 20,006 co: ies. 

Baptist Wa ee, ¢ of the Indian Terri 

Pb, edie rae ERVER, of Sherman, T 
have been absorbed t by the STANDARD. 


we POST : Houston, tas. 


Bary in IN THRAS os —_ ISSUE b: 

shebang eae 
le Agen’ f 

New York and Chicago. anne 


WASHINGTON. 











-L 
e 


GSAttLes P.-L. 








GEATILE TELEGRAPH 
A 





QEATILE POST-INTELLIGENCER,. 





Se TELEGRAPH, 
mocratic daily no: of San 
EATTLE POST-INTELLIGENCER ran 
advertisers double the circulation of an, 
other paper in the State of Was! 
ern office, 93-94 Times Bidg. C. A. Hv HES, iS, Mer. 


Ts SPOKANE SPOKESMAN-REVIEW. Only 
Fo per. Consolidation SPOKESMAN 
clusive control mornin; 


the leadi 
San Franciszo. - 





hi 
tion. Little more than a di 
the din of a modern city of 35, 
above the roar and rush of the ——-, the red 
man hunted the wild beasts and fished th 
Taecouens — ow with solid blocks of 
ite, b ron, six stories high; 40 miles 
cable and electric cars ; ten railroad lines. Tribu- 
yd ein 3 districts produce $10,000,000 annual- 
Available — of the Spokane River 30,000 
Horse pres power, greater than eng Six hun- 
ouses show A trade of $12,000,000, with 
wholesale business as yet in its infancy. The 
SPOKES: wis the recognized exponent 
of all the’ best interesta of Spokane and the vast 
country tributary to it. 


WISCONSIN. 


COPIES ave 
in 18%. EXC 








aE - e for the six mos. 
5535 SIOR, Milwaukee. 

A® ad in the Milwaukee TRIBUNE will pay. 
Semi-monthly. Circ’n over 5.600 copies, 

\ TISCONSIN AGRICULTURIST, Racine, Wis. 

Largest circulation of any English paper 


in Wisconsin 

SO. & CEN. AMERICA. 

Shrewd advertisers use 

PANAMA STAR & HERALD. 

OOF EXPENDED in the local pape 
85 jpanish America = 4 better 
returns t eg 000 in this cow rr ao id _be 
convinced. ag AMERICAN NEWSPAPER 
CO., 136 Liberty St., N. Y. 
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PRINTERS’ INK. 


Eleven »% Without Cost 














36? guy eT! RS 


a Alt Ih 


~ advertisement contracted for to appear 
in Printers’ Ink for the year 1895 will 
be, inserted in all remaining issues of 1894 


and in Printers’ INK YEAR Book 


eS FREE We 


After the new year begins bills will be rendered monthly. 





ADDRESS 


PRINTERS’ INK, 10 Spruce St., New York. 


Oct. 1oth, 1894. 














PRINTERS’ INK 


A POSSIBLE ELEVEN 


Is Now the Limit. 





Availing himself of offers put forth in PRinTERS’ INK, Mr. Wel- 
ter W. Brett, a designer of advertisements, secured sixteen quails, 
he‘ having given an order August 29th for eight lines space to be in- 
serted in PRINTERS’ INK as a classified advertisement for the year 
1895, at a total net cost of 
In consideration of which order Mr. Brett became entitled to re- 
ceive free insertions for his advertisement for the remainder of the 


The second man to avail himself of the offer of free advertise- 
ments for the remainder of the year in consideration of a contract 
for 1895 was Mr. Charles Austin Bates. He bargained for an aver- 
age of 80 lines of classified matter, with the privilege of substituting 
40 lines display from time to time when desired, thus making a net 
contract of 
for the year 1895. In consideration of this he comes in for the fif- 
teen free issues appearing in 1894—the date of his contract having 
been September 11, 1894. 

Mr. Charles Austin Bates is the best known of all the adver- 
tisement writers. Two years ago no one in New York had ever 
heard of him. He came from Indianapolis, where he had for some 
time been in charge of the advertising of a large department store. 
He had advertising ideas of good quality and appealed for business 
through the columns of Printers’ Ink. Shortly he assumed charge 
of the department headed “* Advertising for Retailers.” Mr. Bates 
has been a liberal user of the advertising columns of PRINTERS’ 
Ink, and has been heard to assert more than once that for every 
dollar he has ever paid for advertising in Privters’ ink he has 
received more than twenty dollars in return. 


As soon as the offer of free insertions was understood, probably, 
an order, dated September 20th,came from J. M. Jones & Co., of 
Palmyra, N. Y., for two lines classified for 1895, costing 

The American Illustrating Company, of Newark, N 
renewed an order, dated September 17th, for four lines classified for 


The Brockton (Mass.) Enterprise, one of the most successful 
papers of New England, sent a renewal, dated September 20th, of 
an order that had already appeared for some time. Two lines 
classified for 1895 at : 

Each of these received fourteen free insertions. 


$104.00 


$1,040.00 


$26.00 


$52.00 


$26.00 
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The offer of free insertions for the remaining issues in 1894, in 
consideration of a yearly order for 1895, brought orders as follows : 

The Jersey City, N. J., Daily Journal, renewed an order, dated 
September 24th, for a year for eight lines classified, costing 

The Van Bibber Roller Composition Co., of Cincinnati, Ohio, 
sent a renewal, dated September 24th, of four lines classified, 
costing 

Jed Scarboro, the ad-smith of Brooklyn, sent in a renewal, 
dated September 26th, of 10 lines classified advertisiag, costing .... 

An Indiana newspaper, The Courier, printed by colored men in 
Indianapolis, sent an order, dated September 24th, for the lines 
classified to appear every other week, costing 

They also secured seven free insertions. 

An Ohio paper, The Beacon and New Era, printed at Springfield, 
and claiming the largest circulation of any Prohibition paper in 
Ameriea, sent an order, dated September 26th, for two lines classi- 
fied, costing 

And finally, there came an order from Nathan Bros., of New 
York City, dated September 24th, Job Printers, often commended in 
PRINTERS’ INK for the artistic excellence cf the work theydo. They 
sent an order for 40 lines classified, costing 
for the year 1895, but reserved the right to use twenty lines display 
instead, on occasion, and to use more some weeks and less other 
weeks, but always to use some space, and to use an average amount- 
ing to $10 a week from first to last. 

Each one of these sent in their orders in time to secure thirteen 
free insertions. 


The Waco, Texas, Baptist Standard sent an order, dated Sep- 
tember 17th, for five lines classified, e.o.w., for 1895 at 
and in consideration of the order, came in ‘for seven free insertions 
in 1894. It might be said of him, that, as his gun was of the choke 
variety, he was lucky to bag as many as seven. 


Messrs. Ferris Bros., of 324 Pearl Street, New York, who do most 
excellent press-work, sent an order dated October Ist, for four lines 
classified, for 1895, at 

Messrs. Andreas & Co., of 52 Broad Street, New York, repre- 
senting newspapers of South and Central America, sent an order 
dated October 2, for two lines classified, for 1895, at . 

The Columbia, S. C., State sent an order dated October 3, for 
four lines classified, for 1895, at 

In consideration of these orders, the firms named came in for 
twelve free insertions in 1894, 


a oo & 


The Campbell Press Co., of New York City, sent an wand dated 
September 26th, for one-quarter page, e. o. w., for 1895, a 
#nd in consideration came in for six free insertions in 1908 

For further information address 


3104.00 


$52.00 
$130.00 


$19.50 


$26.00 


$520.00 


$32.50 


$52.00 


$26.00 
$52.00 


$650.00 


PRINTERS’ INK, 10 Spruce St., New York. 
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Very few type-founders, press builders or other deal- 
Do ers in printers’ materials ever advertise in PRINTERS’ INK. . 
The trouble seems to be that an advertisement in PRINT- 
ERs’ INK costs more than it does in other papers, sup- 
You posed to circulate among purchasers of printers’ sup- 
plies. It is even probable that an advertisement in 
: PRINTERS’ INK costs more than the same advertise- 

Wis ment would in all the other papers combined. 
Furthermore, PRINTERS’ INK is not a paper in- 
tended for printers or consumers of printers’ supplies. It 
To is a paper for advertisers. It happens to be a fact, how- 
ever, that among its readers there are between three and 
four thousand who are (all of them) the largest con- 
Sel sumers of printers’ supplies in existence; and it so 
happens that every one of these is in the habit of read- 


Printing ing ooo a Ink from the first P to the 


As an illustration of the power of PRINT- 

; ERS’ INK to effect trade in printing ma- 

Materials terials, the case of Mr. Wm. Johnston, the 

foreman of the PrinTERs’ INK printing 

office, can be referred to. Mr. Johnston is a genuine 

§ Printer, but he took it into his head early in the present 

year that it would be possible to sell printing inks at a lower 

price than they were ever sold before, and to get the cash in ad- 

vance everytime. Hecommenced advertising in PRINTERS’ INK 

and has never advertised anywhere else. At the present time he 

is selling printing inks to more than 700 offices ; he sometimes 

receives as many as twenty orders in a single mail, every one 
inclosing a check for from one dollar to one hundred dollars. 

Talk with the people who make printing inks and ask if this 
man Johnston hasn’t taken quite a step toward revolutionizing 
trade. They will admit it; yet he has never been out of his 
office to sell an ounce of ink ; has never sold an ounce that was 
not paid for in advance; has never advertised anywhere except- 
ing in PRINTERS’ INK. Was such a case ever heard of before? 

PRINTERS’ INK does not, as a rule, very much care for the 
advertisements of dealers in printers’ materials. It has never 
felt willing to fill its pages with them to any great extent. It is 
a paper for advertisers, and its advertisements ought to interest 
advertisers rather than printers. An occasional announcement 
of printers’ supplies to be inserted now and then is well enough, 
but none ought to appear a second time without offering some- 
thing new for consideration. 

‘There has been one other case, going to show that PRINTERS’ 
INK pays this class of advertisers. 

In the year 1892 the Campbell Printing Press Co., of New 
York, sent in a quarter-page advertisement for PRINTERS’ INK, 
which was inserted two times, and the price then charged for 
each insertion was $37.50. The Campbell Press people paid the 
$75. At that time the rates of advertising in PrinTeRS’ INK 
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were reduced from 75 cents a line to 50 cents a line, and the 
Campbell Press Co. continued the same quarter-page advertise- 
ment for 35 weeks at $25 an insertion. For this they paid 
the sum of $875. When this order had expired, it so happened 
that the publishers of PRINTERS’ INK had issued a special offer 
that until the “Silver Bill should be repealed” they would 
accept yearly orders at 60 per cent discount from the one-time 
rate. The Campbell Printing Press Co. availed themselves of 
this proposal, which enabled them to have a quarter-page adver- 
tisement inserted fifty-two times at the net cost of $520. Atthe 
expiration of that contract the Campbell Printing Press Co. 
availed themselves of another special offer put forth by the pub- 
lishers of PRINTERS’ INK (see sheet attached with pictures of 
quails, etc.), by which they were enabled to secure six free inser- 
tions in 1894 in consideration of an order for 26 insertions in 
1895 ; that is, one every other week, to be given in the year 1895, 
at a cost of $650. To many persons who know nothing more 
about the character of PrinTERS’ INK than can be gathered by 
a glance at a copy of it, this might seem an enormous price. 
Other persons who know something about the gentlemen who 
conduct the Campbell Printing Press Co. have learned that they 
never pay more for a thing than it is worth, and are just as par- 
ticular about that as they are to see that people who buy of them 
get their money’s worth. 

These statements are presented for the consideration of other 
dealers in printers’ supplies, for the purpose of calling attention 
to the fact: First, that a man who advertises in Printers’ INK 
will have to pay the schedule price every time. But that at the 
present time there is an important exception being made to this 
rule, viz.: that an advertisement ordered now for the year 1895 
receives free insertions for the remainder of the year 1894. If 
ordered every other week in 1895, it has every other week in- 
sertions free for the remainder of this year. If ordered once 
a month for 1895, it has once a month free insertions for the 


remainder of this year. 
The advertising rates in PRINTERS’ INK are 25 Does 
cents a line for classified advertisements, equivalent 
to $13 a line, per year, or 50 cents a line for displayed 
advertisements. All advertisements being set in pearl This 
(15 knes to the inch), making the cost $7.50 an inch 
each insertion for display ads, or $25 for a 
quarter page ; $50 for a half page ; $100 for Interest 
a full page ; $1,300 for a quarter page for a 
year ; $1,200 for a page, once a month, for a year ; bf 
$5,200 for a page every issue for a year. Ou 
Please consider these terms, and if you favor us 
with an order, we will do all that we can to make the ad- > 
vertisement profitable for you. e 
If you favor us, please address 


PRINTERS’ INK, 10 Spruce St., New York. 
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A JOURNAL FOR ADVERTISERS, 


GEO. P. ROWELL & CO., 
Eprrors AND PustisHers, 


Price Issued ony Wednesday. Subscription 
Two Dollars a zene. Five Cent: a copy ; 

Five Dollars a hund: No back numbers. 
scribe for Puy per eg my who desire to sub- 
NK for the benefit of their 
eaten patrons = —y- 4+ special terms on 


i rinted from ate, it is always 
possible to iene a new edition = = omy a 
sapiee for or a larger number at five do! 
lars a hundred. 

@ If an rson who has not id for it is 
receiving Paler ERS’ Maggaedy it wl bocatise some ~~ 
has subscribed in his => 
stopped at the tR E of n of the i x paid 
No. 


OrFices: 10 Spruce Stxeet. 


CIRCULATION. 
Average for last 13 women, - 
Last issue. - - 


NEW YORK, OCT. 


19.358 copies 
19,900“ 








10, 1894. 








IF a man, like William Johnston, 
the foreman of Printers’ Ink Press, 
wholly unknown in the trade and to 
newspaper publishers, in eight months 
has secured eight hundred regular cus- 
tomers who buy printing inks of him, 
and pay for them cash in advance, all 
through the influence of an advertise- 
ment in this paper, barely one-sixth of 
whose readers ever have occasion to 
buy any inks at all, what is the limit 
of advertising space that might be sold, 
with the cash accompanying every or- 
der, if some dealer in advertising would 
offer it at bed rock prices, and agree, 
as Johnston does, to return the money 
if the goods are not as represented ? 

Such an announcement in PRINTERS’ 
INK would have five possible custom- 
ers out of every six readers, while John- 
ston has but one. Johnston, with the 
aid of this paper, has performed what 
has always been considered an impos- 
sibility. He has sold printing inks to 
people who did not know him and has 
collected his pay in advance. He has 
created almost a revolution in the print- 
ing ink trade in less than a year, and 
all by a live advertisement in one paper. 
The columns of PRINTERS’ INK are also 
open to those who have advertising 
space to sell, the quality of which 
they are not afraid to guarantee. 

Mr. Johnston’s advertisements have 
cost barely six thousand dollars. A 
similar amount expended in offering 
advertising space for sale, if appearing 
in announcements as weli constructed 
and as honestly expressed, would sell a 
million dollars’ worth of advertising 


PRINTERS’ INK. 


space in six months—if anybody has 
so much to offer at a price that is 
equally attractive. 


ADVERTISEMENTS of fishing tackle 
should be catchy. 


MANY journalists are well posted on 
all issues but the number of thzir own. 

IN many ¢ cases advertising a new 
article is unprofitable because it is ad- 
vertised by a new man. 


THE advertising makes the publica- 
tion of a paper profitable, and the 
readers make the advertising profitable. 

ee 


THE Post-Jntelligencer of Seattle 
claims to print more copies than any 
two other dailies in the State of Wash- 
ington. 


THE London theaters seem to do 
more adyertising in the advertising 
columns of the papers than the New 
York theaters. 


IF all the worthless mediums were 
known as such, there is not a bona 
fide medium published which could not 
secure a higher price for its advertising 
space. 


In theory an ad should favorably 
impress every one who sees it; in real- 
ity, however, if half the people who see 
it are favorably impressed, it must be 
a pretty good ad. 


THE advertising rates of even the 
best mediums are generally high enough 
to make advertising in them unprofit- 
able toany one not thoroughly experi- 
enced in the advertising art. 


A COMPOSITOR who can set a news- 
paper advertisement in such a way as 
to force people to notice it, increases 
the advertising value of his paper more 
than a ten per cent addition to its num- 
ber of readers. 


THE success of the Fourth Estate 
shows that a journal can be published 
in New York City in the interests of 
newspaper workers without resorting 
to blackmailing in order to make both 
ends meet. It may be that the reason 
why such a method has not been pre- 
viously successful can be found in the 
probable fact that no one has ever be- 
fore attempted anything of the sort. 
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IF the price of advertising space was 
so low that a man without previous ex- 
perience could advertise successfully, 
what an enormous profit an experienced 
advertiser would be able to secure on 
his investments 


THE relatively small number of dry 
goods failures attributed to the hard 
times is probably owing, in some meas- 
ure, to the fact that few dry goods mer- 
chants were scared into curtailing their 
advertising expenditure. 


A RECENT issue of the Svenska 
Amerikanska Posten, of Minneapolis, 
contains a cartoon representing Uncle 
Sam engaged in weighing all the 
Scandinavian journals of that city. 
The Posten is shown to be much the 
heaviest. 


NEWSPAPERS whose reading matter 
is mostly original are generally good 
advertising mediums. The New York 
Sunday Sun, Sunday 7ribune and 
Sunday Herald print more original 
matter than any three other papers in 
the United States. 

—— 

CHICAGO claims to have a larger 
population than Philadelphia, but as 
the foreign-speaking element in the lat- 
ter city is relatively small, the total 
number of readers there of English 
printed newspapers is greater than in 
the city by the lake. 


THE circulations of the various pa- 
pers published in the hotel interest 
seem to be largely of a local character. 
Perhaps if a really first-class hotel- 
man’s journal was started it would se- 
cure a general circulation. The ques- 
tion is often asked: ‘* Who reads a 
hotel paper, anyway ?” 


—_—— 

THE Scranton 7ridune is a Repub- 
lican morning newspaper published at 
Scranton, Pa., having a sworn circula- 
tion of 13,300 copies daily, which, it 
asserts, is the largest morning daily 


circulation in the “State, outside of 
Philadelphia and Pittsburgh. The 
Scranton Zruth is an independent 
afternoon newspaper, published at 
Scranton, Pa., and has a sworn circu- 
lation of 13,700 copies daily, which is 
asserted to be the largest daily circula- 
tion in the State outside of Philadel- 
phia and Pittsburgh. Mr. Frank S. 
Gray, 12 Tribune Building, is the 
New York agent for both of these ex- 
cellent and deserving publications. 
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OF the 1,942 daily papers catalogued 
in the American Newspaper Directory, 
only 752 are accorded an actual circu- 
lation of more than 1,000 copies each 
issue. These 752 dailies will all be 
designated in Printers’ Ink Year Book; 
they are the only ones, too, which are 
entitled to a place therein. 


In PRINTERS’ INK of October 3, 
Mr. J. L. Watson offers a reward of 
$100 to any person who will prove that 
there is another daily paper in Texas 
having as large a daily issue as the 
Houston Post. It will be interesting 
to observe whether any applicant for 
this reward will come forward. 


Life, Harper's and Vogue pay one 
dollar for every joke accepted for pub- 
lication. Puck, Judge, Pictorial Week. 
lies, N.Y. Sun, Town Topics, Brown- 
ing, King & Co. pay the same price 
as PRINTERS’ INK. The other joke 
buying publications generally pay no 
more than the unfortunate factory can 
be induced to accept. 


ACCORDING to Mr. Isaac Mason, 
president of the Brooklyn Furniture 
Co., the promptness with which an ad 
is set in the office of the New York 
Recorder, the handsome style in which 
it is displayed and the cheerful manner 
in which the foreman carries out the 
most complicated instructions, enables 
that concern to ‘‘secure results other- 
wise impossible with papers less well 
equipped with typographical facilities.” 


THE American Newspaper Direct- 
ory has been published for more years 
than most persons can remember. 
Since its first issue in 1869 it has been 
threatened with many libel suits; but 
now, at the end of twenty-six years, 
its publishers are able to say that no 
such suit ever progressed so far as to 
require them to put in an answer to a 
complaint. They exercise every care 
to see that no injustice is ever done, 
and take every pains to satisfy a pub- 
lisher wherein his own error has brought 
about the condition for which he is at 
first inclined to hold the book respon- 
sible. 

Early to bed, 
Also to rise, 

May make a man both healthy and wise, 
But if of wealth 

He'd gain the prize, 
He mustn’t forget to advertise. 
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JUSTIFIABLE HOMICIDE. 


“*I consider PRINTERS’ INK at the 
head of the papers of its class,” said 
a Western newspaper man to the mild 
mannered scribe who impersonates the 
Little Schoolmaster at the superb edito- 
rial rooms in Spruce street. 

The newspaper man said no more. 
He fell five stories to the sidewalk 
with a sickening thud. 

To the surgeon in the ambulance he 
confessed: ‘‘ Of course I know that 
PRINTERS’ INK is the only paper of 
its class—but I had got in the habit 
of saying the other thing to the forty 
or fifty people who try to publish imi- 
tations of PrinTERS’ INK, [I really 
did not think where I was. It served 
me right, however !” 

The man will not recover. 


Displayed Advertisements 





OF religious journal in the United States 
doubled its circulation since May 1, 1894. 
That journal is the LUTHERAN Ev. 


rates and circulation f 
ication to THE LUTHERAN EVANGELIST C 
. N. Rupley, Business Manager, Dayton, O. 
POSTAL NOTES ABOLISHED. 
= : pees or nennny, omg or 
itisfy the ie is our PATENT Corn Mat- 
Ine CARDS. Undispensable toa mail business. 
potas imprint on cards free. Address for 
samples, 
LVORD & CO., Detroit, MicH. 


Send 10 Cents for 148-page Catalogue of 
A. W. KOENIG, Engravings 


812 Seneca Street, e 
clevelana,o. for Printers 
DON’T SWEAR 
because yon can’t find that rate card. Send for 


“Bowell’s Pocket Rate Book” 


which gives the advertising rates of America’s 
daily, woeky and monthly publications. 
Bound in fiexible silk cloth, 50c. 
G. H. POWELL, Springfield, Mass. 


on ap- 
” 














UPERIOR Mechanical Engra‘ . Phote Eige~ 
trotype Eng. Co.,7 New es st., N. ¥. 
$100 


Arthur’s = PER PAGE 
Peterson’s, | mei: 


Magazines, 
F. E. MORRISON, Adv. Mgr., 
500 TEMPLE COURT, N. Y. 








MENTION THIS PAPER 
WHEN YOU WRITE. 
i For holding Papers. Let: 
7 Files, Letter Books, Cirenian, 





some, Pertable. In use ail 
over United “ge Send for 
= ‘tf her 


——| nied 
POPE RACK COMPANY 
ST.LOUIS, MO. 


WW WWW 
WT WT WT WY 


AN ELEGANT CATALOGUE 
is the most profitable. If you want 
it handsome oa place it with 
Tus Lotus Press, 140 W. 23d St., 
N.Y. City. ‘‘ High Grade Printing.” 

















Is Coming 


soon when you will make your lists for 
Fall and Winter Advertising. 


You want good returns for money in- 
vested. To do this, a must be 
used in making selections of good-paying 


mediums. 
You lack JUDGMENT and EXPERI- 
ENcE if you leave 


The National Tribune 


off your list. 

Have you ever tried it? It’sa paying 
medium, as most general advertisers 
know. Some have been with us ten 
years, which is proof of a good thing. 


Can we interest you to the extent of 
an order? 


Send your advertisement and let.us 
give you an estimate on it, or send for 
rate card, 


THE NATIONAL TRIBUNE, 
Washington, D, C. 


Branch Office : 66 World Building. 
Byron ANDREWS, Manager. 
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; The Best Advertising 


Medium in West Virginia 
and Eastern Ohio is the 


WihlEELING 
- - NEWS: 


DAILY, 7,500. 
SUNDAY, 8,000. 
WEEKLY, 2,500. 


THE “NEWS” IS ALIVE 
and is read by 
wide-awake . 
people . . 

LARGEST CIRCULATION IN 

W. VA. 


Twice as Large As Any 
Other Wheeling Daily. 
: 


C. E. ELLIS, Manager Foreign Advertising, § 
517 Temple Court, New York City. 
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| First in Age, 2 


first in circulation, first in 
the hearts of its readers, 


The Evening Wisconsin 


goes into the homes — the 
comfortable homes—of more 
families than do any two 
papers published in Milwau- 
kee. 

Isn’t this fact a matter of 
much moment to advertisers? 
It surely should be ! 
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THE EVENING WISCONSIN CO. 
MILWAUKEE, WISCONSIN, 


Eastern Branch Office : 
10 Spruce St., New York. 
CHARLES H. EDDY, Manager. 
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The Toledo 
Blade, 


TOLEDO, OHIO. 
THE DAILY BLADE; 
Is the best advertising medium in ; 

Toledo or Northwestern Ohio. 
THE WEEKLY BLADE : 


Is the best advertising medium of 3 


9. 
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any general Weekly Newspaper ; 
published in the United States. 


For Rates in either edition, address 
THE BLADE, 
TOLEDO, OHIO. 
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NEW YORK OFFICE, 
» $3 Tribune Building. 
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AMSA S SOS 


Journal. 


Of Central Ohio. 


Daily—Circulation 12,750, only morning 
| newspaper printed at Columbus, a city ofover 
100,000, and reaching by early trains the best 
| portions of Central and Southeastern Ohio. 
Sunday—Circulation over 17,000, with- 
| out a rival in its field, being the only news- 
| paper circulated in Columbus on Sunday that 
| prints all the telegraphic and local news. An 
pecially good medi for classified adver- 
| tisements, 
| Weekly—Now issued as a twice-a-week 
| edition,on Tuesdayand Friday. Circulation 
| 22,000, chiefly among the farming com- 
| munities of Central, Southern and South- 
eastern Ohio, reaching more homes in this 
region than can be done with any other pub- 
lication, 

OHIO STATE JOURNAL CO., 

Columbus, Ohio, 


| 
Leading Newspaper 
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FRANK FINCH, Seedsman, 


CLYDE, N. Y., 


WRITES: 


3 ‘‘/ Have Used 


‘Vickery & 
%* Hill List 


3 Every Season With Profit.’’ 


The Experience of Other Seeds- 
men is the Same. 


You Ought to 
~ Use It This Year 
if You Want to 
Increase Your Business. 


. 3 Write for full particulars to the 
HOME OFFICE, Augusta, Maine, 

3 Orto C.E, ELLIS, Special Representative, 
517 Temple Court, New York. 














ROYAL 
PRICE 
PEARLINE 
CUTICURA 
COTTOLENE 
ALLCOCK’S 
ALL USE 


The 
Housekeeper, 


MINNEAPOLIS, MINN., 
BECAUSE IT REACHES 


e 123,000 HOMES e 
TWICE EACH MONTH. 
For information write direct, or to 


New York Office: 517 Temple Court. 
C. E. ELLIS, Manager. 





No Claims 


No Affidavits 

No Promises 

No Rebates 

No Discrimination 


= BUT = 


THE CALL 


OF PHILADELPHIA 


Will Give Every Advertiser 


A FAIR RETURN 


For his Investment in its 


Columns. 


% 


EDGAR M. HOOPES, 
Witmincrton, Det. 


Manager of the Foreign 
Advertising of THE CALL. 
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was an element in ancient history. 
There’s nothing wooden about THE 
Troy Press—so advertisers say. 
Send for a sample. New York Of- 
fice, 11 Tribune Building. 





Here are 25,000 Pounpbs or 


jODEL” 


Circulation Raiser. IT Never Gets Tired. 


CAMPBELL PRINTING PRESS AND MFG. CO., ~ 
884 Dearborn Street, Chicago. 1 Madison Avenue, New York. 
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- Circulation 80,000 Daily and Still Growing. 


HAVE YOU GOT IT ON YOUR LIST? 
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E. T. PERRY, 
63 TRIBUNE BUILDING, NEw York. Manager Foreign Advertising Dep't. 
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CHARLES AUSTIN BATES, 
VANDERBILT BLDG., 
NEW YORK. 


In my business of writ- 
ing for business men, I 
have an ambition to ex- 
cel. I want to do better 
work than anybody else. 
and I want to do more o: 


it. Ireally believe I am 
going to succeed in both 
undertakings. 

I want business men to 
feel that when they come 
to me they are going to 
get the very best service 
to be had 


ad. 

I don’t promise the im- 
possible. I am not an 
‘expert,’ nor a “doctor,” 
nor an “architect ” of ad- 
vertising. I am a a 
business man, who has 

ten years’ active ex- 

perience with all sorts of 
oa. 

I can make advertising 

y in any case where it 

possible for anybody to 
make it pay. Lam com- 
petent to plan, advise and 
superintend advertising. 
Tam worth more than I 
cost. Everything I do is 
done as well as I know 
how to do it. I have in 
my office the best artist 
I know of for advertisin 
work. Sometimes an il- 
lustration is absolutely 
necessary to give artistic 
vitality to an ad. Some- 
times plain type is as good 
—sometime: it is better. 
I think I know when to 
use an illustration and 
when not to use it. 

Lately I have been do- 
ing some particularly 
good work — illustrated 
and plain. I bave sam- 
ples of it. 


2 





OVER 


$1,000."° 


NEW # # 
* BUSINESS 


COMMENCES 


IN THE 


Saturday 
Ielegram 


MANCHESTER, N. H., 


@ @ THIS MONTH, @ @ 


BECAUSE 


the experience of advertisers 
who have tried it is that 


IT PAYS. 


CIRCULATION 


GUARANTEED TO AVERAGE 


(5,000 COPIES 


per issue for the Winter, almost 
entirely in New England. 


For rates, etc., write to 
Cc. E. ELLIS, 
SPECIAL REPRESENTATIVE, 
New York City. 
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» : 
’ The Democrat, Grand Rapids, Mich. 
4 13,000 Daily. 4,000 Weekly. 


= ‘*Democrat’’ is a Sure Thing for Advertisers—it has the Largest 
Circulation—Reaching the Homes. q 
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A Ar Adachi 


Probably in no other section of the country does a single nowepenet ( 
stand out as prominently, when compared with other papers in the vicinity, 
as the Democrat of Grand Rapids. It is the representative paper, not 
only of Grand Rapids, a V4 +y- City of 90,000, but of Western Michigan 
as well, and is admittedly the leading newspaper in the State, outside 
Detroit. It has all the features and requirements of a metropolitan paper, 
» and is fully up to the standard of the leading Detroit Dailies in mechanical, 
editorial and news departments. It has a Daily Circulation of 


B® 13,000 Be 


and thoroughly covers Grand Rapids and Northern and Western Michigan. 
Advertisers who cover this section testify to the value of the DEMOCRAT as 
a medium to reach the families. 


a 


POOL LEN 


yw. 





» The ‘‘ Democrat”’ is a long established, reliable, clean, home newspaper. 





For prices, proof that it pays advertisers 
and copy of the paper, address 
H. D. LaCOSTE, 
38 PARK ROW, 
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THE Silver Cross is steadily increasing in favor 
as an advertising medium, and we see no reason 
why it should not become one of the most influ- 
ential religious papers of our day. It represents 
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not only a jarge constituency, but a daily growing 
one and one capable of indefinite expansion as the 
recognized official organ of the International Order 
of the King’s Daughters. At present writing there 
are over four Aundred thousand members in the 
organization, but at the rate it is growing all over 
the land no one can tell how soon another hundred 
thousand may be added to its roll of membership. 
There is no doubt these women represent the best 
class of American homes, and this is just wheresan 
advertiser wishes to speak his little piece.—Art in 
Advertising. 
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PRINTERS’ INK. 


Two Methods Compared: 


CASH versus CREDIT. 
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I sell News Ink in 25-Ib. 


kegs at 6 cents a pound. 
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Chesman sells the same 
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quantity at 25 cents a 


pound. 
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Mine gives better satis- 


Yo 


faction, but Chesman’s 
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method also has advan- 
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It will be noted that 


Chesman’s bill is not re- 


— > 
SOnIngE Jo spiny yo mp srapv0g, pun ‘spuof fe 





ceipted, while I received 








CASH IN ADVANCE. 
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Office of the SATURDAY TRUTH, Virei. A. GEIGER, Editor and Proprietor. Fine Book and 
Job Printing. Established 1883. Official Paper of the City, with 1,600 Subscribers and 7,000 Readers. 
N y CHURUBUSCO, IND., September 25, 1894. 


Wu. JonnstTon, New York, N.Y. 

‘Dear Sir :—The keg of ink ordered of you came promptly, and after a 

fair trial will say that it gives better satisfaction than ink I bought of Nelson Chesman & Co., and 

for which I paid them 25 cents per pound, as you will see, as I inclose the last bill for ink bought of 

them. My advice to brother publishers is to buy ink of Wm. Johnston and get the best for the 
least money. Respectfully, IRGIL A, GEIGER. 


FOR BEST JOB OR NEWS INKS, BUY OF 
WM. JOHNSTON, Manager of Printers’ Ink Press, 
10 Spruce Street, New York. 





PRINTERS’ INK. 


“There is no fool like 


the man who thinks he knows all about printing inks.” 











‘“‘T pay 10 cents a pound for my news ink,” said 
Col. Frank McLaughlin of the Philadelphia 77zmes, 
‘and I want to pay 10 cents a pound for it, because 
I want to use an ink that is worth 10 cents a 
pound.” 

The way Col. McLaughlin feels is the way that a - 
a majority of publishers of first-rate dailies feel. They 
would be quite willing to pay 10 cents a pound, and 
they want an ink worth 1ocents a pound. The only 
trouble is that there isn’t any news ink that is worth 
1o cents a pound, I know another publisher who is 
buying the identical ink that Col. McLaughlin likes 
to pay 10 cents a pound for, but this other publisher 
don’t feel that way, and he consequently buys it at 
6 cents a pound. It is billed to him as “ Times” ink, 
and it is constantly impressed upon him that he 
must never, zever, never give the snap away. Nice 
way of doing business, isn’t it? Such an ink as that 
Col. McLaughlin uses can be made for about two 
and a quarter cents a pound. I can’t afford to sell 
it to him for that, but I can sell him for 4 cents a 
pound an ink that is a little better than he is using 
now, if he will order in 500-pound lots, and send a 
check with. the order. He should remember my 
name and address. It is 

WILLIAM JOHNSTON, Manager of Printers’ Ink Press, 
10 Spruce Street, New York. 

If Col. McLaughlin buys ink of me he ought to 
make his pressman a present of a new suit of clothes 
in the beginning. That will help the quality of my 
ink very much, 
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of circulation: Twenty thousand intelligent ad- 
vertisers who read PRINTERS’ INK. They 
‘rise ’’ from a wide-spread population of busi- 
ness men brought to the top by advertising 
questions looking for answers in PRINTERS’ 
INK. Isn’t that the cir- 

culation for churning out 


BEST CREAMERY 
BUTTER 


Reader : Why shouldn't I make your ads 
a bit more tasty, and put a little more but- 
ter on the bread? Why not write me about 
it? Wolstan Dixey, Writer of Advertising, 
86 World Bidg., New York. 

a. 
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American Newspaper Directory 
A PENNSYLVANIA OPINION: 


The following extract from the leading editorial in the Chester, 
Pa., Zimes, of Thursday, September 27th, 1894, is of general 
interest at this time: 





Years ago newspapers did not state their circuiations, and the usefulness of the various 
journals to their patrons was clouded in mystery. Of late years, however, there has been a 
tendency toward frankness and honesty in the matter of newspaper circulation, although 
many publishers, especially those whose papers compare unfavorably with their rivalsin 
point of circulation, still refuse to make any definite statement regarding their editions, or 
else make indefinite statements so untrustworthy as to be of no value to the seeker after 
information. No influence has done more for the correction of this evil of misrepresenta- 
tion than the American Newspaper Directory, published by George P. Rowell & Co., of New 
York. It seems to have been the particular mission of this publication and its able ally, 
Printers’ Ink, to secure for advertisers some definite information as to the circulation of 
the newspapers of the country. The American Newspaper Directory makes every effort to 
secure correct, tabulated figures of circulation for every day of the year, and has met with 
great success in so doing. The publishers of the Directory place so much confidence in the 
ratings given papers where the publishers make detailed statements, that they guarantee 
the correctness of them and pay a forfeit of $100 to any person who proves such a statement 
to be untrue. Despite this inducement to accuracy, there are many papers which will not 
furnish statements of their editions. The American Newspaper Directory has rendered a 
great service to advertisers in general and to honest newspaper publishers in its efforts to se- 
cure actual circulation statements, and the fact that it has toa great extent righted the evil, 
and placed honest newspavpers in the position to which they are entitled, is the best argument 
as to the desirability of the publication of a directory. No newspaper publisher who desires 
to be perfectly honest with his patrons has any grievance against the Directory, and it is 
only those who are too careless to furnish a statement or are afraid to let their circulation 
figures see the light of day, who complain of the directory’s efforts to secure reliable ratings. 
The American Newspaper Directory is one of the most useful business publications extant. 





Publishers who wish to subscribe in advance for one or more copies of the American 
Newspaper Directory for 1895, which will be issued in May next. Price Five Dollars. 


OR 


For one or more copies of Printers’ Ink Year Book, a book of about 600 pages, which will 
be issued on the 2th of next month and contain the names of all papers credited by the last 
issue of the American Newspaper Directory with regular issues of more than a thousand 
copies, all arranged by States, and rearranged by classes, with largest issues at the head 
and smallest at the foot of each list and intermediate ratings in regular order between. 
Price One Dollar. 

oR 


For one or more copies of PRINTERS’ INK, a weekly journal for advertisers, to be mail i 
to any address for one year. Price Two Dollars. 


AN D 


To pay for the whole by the insertion of advertisements (one or more) in their own 
publications, may 


aneuaee 
GEO. P. ROWELL & CO., = = Publishers, 
10 Spruce Street, New York. 
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A COPY OF 


PRINTERS’ INK 
YEAR BOOK 


will be delivered, postage paid, absolutely 


FREE 


to every subscriber to 
PRINTERS’ INK 


To all others the price will be One Dollar 
a Copy. 











PRINTERS’ INK, 


PRINTERS’ INK 
YEAR BOOK 


IS 


The November 28th Issue of 
PRINTERS’ INK. 


POPP AL LLL LLL Dd 


Every subscriber to Printers’ Ink . . 


4 Gets a copy of the Year Book FREE. 
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-- To all others the price is 
ONE DOLLAR. 
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PRINTERS’ INK. 
to reach the best class of 


H OW buyers is a question to 
which advertisers must 
give much attention if good returns 
are to follow their efforts in secur- 
ing trade through advertising. 
Hundreds of persons have found 
that one good way for reaching the 
end desired is to take space in THE 
LapiEs’ WorLD, and their testi- 
mony is that this medium is a most 
excellent money-maker for adver- 
tisers wishing to reach a good class 
of homes. 
+. 


ea a good medium, going 

Bi When to a well-to-do class of 

3 readers, is able to offer 
a gross rate of less than half a cent 
per line for each thousand of copies 
issued, well-informed advertisers 
must admit that the price is very 
low. THE Lapies’ WorLp for No- 
vember will have a paid circula- 
tion of 


400,000 
Copies. 
§ Where iinet 


lished household 
magazine, such as is found in THE 
LapiEs’ WoRLD, and this low rate 
will place your advertisement before 
a good class of women readers who 
are excellent buyers at all seasons, 
is it not worth your while to write 
and get an estimate upon your ad- 
vertisement? A request to the 
publishers will place you in posses- 
sion of any information you may 
desire. 

Sf 


| §. H. MOORE.& CO., 


‘@ 27 Park Place, New York. 
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AS YOU LIKE IT. 


There are many advertisers whose business is confined to cer- 
tain sections of the country, and to advertise outside of such 
sections would be a useless expense. The co-operative system 
of advertising as conducted by its originators, The Chicago 
Newspaper Union, fully meets the requirements in all such 
cases. Each list shown in our catalogue is separate and distinct, 
and an advertiser can select the particular list that reaches the 
territory in which he wishes his advertisement to be read. Our 
combination is made up of nine separate divisions, each com- 
plete in itself, as follows : 

The Chicago Newspaper Union List, of 390 papers, circulates ,. ;-o< 
in the States of Illinois, Iowa, Michigan, Wisconsin, Indiana ‘ 
and Missouri. 

The Fort Wayne Newspaper Union List, of 160 papers, circu- 
lates in the States of Indiana, Ohio and Michigan. 

The Indiana Newspaper Union List, of 106 papers, circulates . 
principally in the State of Indiana. 

The Sioux City Newspaper Union List, of 204 papers, circu- , 
lates in the States of Iowa, South Dakota and Nebraska. 

The Sioux City Independent Union List, of 170 papers, ¢ s-e ¢ 
circulates in the States of Iowa, South Dakota and Nebraska. 

The Nebraska Newspaper Union List, of 90 papers, circulates, ,-. 
in the State of Nebraska. 

The Milwaukee Newspaper Union List, of 93 papers, circu-,, 
lates principally in the State of Wisconsin. 

The Wisconsin Publishers’ Union List, of 61 papers, circulates, | 
principally in the State of Wisconsin. 

The Standard Newspaper Union List, of 108 papers, circu-s-y, - 
lates exclusively in the State of Illinois. 

The papers contained in the above Lists are the PEOoPLE’s 
Home NEwspPaPERS, the best of their class, and circulate largely 
in the sections in which they are located. 





5 4 


% i 





For catalogue and information, address 


CHICAGO NEWSPAPER UNION, 


1o Spruce Street, 93 South Jefferson Street, 
New YORK. Cuicaco, ILL, 
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Dayton, Ohio. 


MEDIUM. 


THE PRESS goes regulasiy 
into more homes in Dayton 
than any morning and even- 





in more stores, offices and 
business places than any 





at the news-stands, on the 
— cars and upon the ' 
streets are larger than all us now. 
the - x. Dayton papers— 
six in number—combined; 
its regular circulation in 







large as all the od Dayton 





THESE FACTS ARE ALL 
PROVABLE. 























following offer to advertisers : 


Eastern Advertising Agent. 


Like the woman chopping wood-- 
We are not doing THIS for fun. 


It is a necessity in the interest of justice, fair busi- 
ness dealing and protection to the advertiser 


as well as ourselves. By THIS we mean the 


We will pay for all advertising in every Dayton, Ohio, 
Daily Newspaper run by any firm using the columns of ‘‘ The 
Press,’’ if it can be proven that any of said papers have a cir- 
culation exceeding or equaling that of ‘‘ The Press.’’ 


THE PRESS 


HAS NOT YET REACHED THE 


10,000 Mark, 
THE PRESS. but its — aren 


all competitors, and its 
ONE CENT A DAY.} rates, higher in the aggre- 
THE BEST ADVERTISING gate, are lower per thou- 
sand circulation. 

ing paper combined; is read This may be of inter- 


other Dayton paper; its sales est to you! If SO, write 


Miamisburg, the second city 
in the pam ony is twice as LOUIS URMY, 


papers combin' 659 Times Building, 


NEW YORK CITY, 
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2 paily, 32,000 Weekly, 30,000 ' 
4 

i QUANTITY AND QUALITY. — 
rh Some advertisers look at quan- : : 
5% tity of circulation, others look 4B 
| at quality, but the shrewd ad- $8 
ri vertisers look at both. THE 3 
{) Denver Times-Sun |; 
5 and the COLORADO WEEK- : 
it LY SUN (Weekly issue of 
$; DENVER TIMES-SUN) have both Q 
= quality and quantity. Its daily 

«> “ » 
F circulation is fifty per cent Ne 
§ larger than any other Denver 83 
+f newspaper, and its weekly cir- e 
rf culation is four times as large Q 
i as all the other Denver week- : 
5; lies combined. 
| If You Want to Cover Denver and Colorado : 
4 

ri thoroughly, use THE DENVER Q 
si Times-SUN and THE CoLoraDo Q 
as . \ 
) WEEKLY SuN. Rates on appli- Q 
3 cation. Address 
FY THE TIMES-SUN, ad DENVER, COLORADO. Q » 
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In 
The 
Northwest 
Corner 








In the upper left-hand corner of the 
United States is the State of Washington, 


LAA AS we SSAA SS SASS 


a big State, with one big newspaper, 


SIS SSA a 


The Seattle 
Post-lntelligencer. 


It guarantees advertisers double the cir- 


( 


: 
: 
: 
: 
. 
: 


culation of any other paper in that State. 


EASTERN OFFICE: 
93-94 Tribune Building, New York. 
C. A. HUGHES, Manager. 


Soe 
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Bi Census 

was recently taken of the number 
of houses in Washington, whether they were occu- 
pied or unoccupied, and whether occupied by white 


or colored families. The Census demonstrated that 


tbe Evening Star 


went into 82% per cent of ALL OCCUPIED HOUSES, 
both stores and dwellings, and into 96% per cent 
of the houses (including stores) occupied by white 
families. 

THE EvenING STAR completely covers the Wash- 


ington field as far as the advertiser is concerned. 


Rew Fork Representative, 
L. R. HDamersly, 
49 Potter Building, 
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COPIES 


OF THE 


Cleveland 


SOLD 


Cc. J. BILLSON, 
86 and 87 Tribune Building, 
New York. 
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ESTABLISHED 1842. 


THE PITTSBURGH POST. 


Daily, Sunday, en 


Detailed Statement of Circulation, 
SEPTEMBER, 1894. 


‘ om. DAILY EDITION. SUNDAY EDITION. 
i 41,382 | Sep, ist week .... «+ 23,988 
ae ee ae 3) 81,130 
: fw Se 2 aloo ¢ 
4th “ 
5th 


130,238 
SEMI-WEEKLY EDITION. 








JUST FOUR FACTS 


demonstrate the value of THE PITTSBURGH POST 
as an advertising medium. 
First—It is the only Democratic paper in Pittsburgh. 

Second—lt is the leading Democratic paper in Pennsylvania. 

Third—It has no rival in Western Pennsylvania, Eastern 
Ohio and West Virginia. 

Fourth—It circulates in 125 Counties in the three States 
named, among a class who buy largely, and whom 
shrewd advertisers love to cultivate. 





New York Office: 85 Tribune Building, 
N. M. SHEFFIELD, Agent. 
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All Aboard ! 


If you want to successfully sail 
the business seas get into the 


BALTIMORE 


MORNING GERALD 


It is safe and sound and has 
the confidence of its 


90,000 READERS 


(Counting three readers to a copy). 
Established 1875 and has been 
sailing under a steady breeze of 
push and popularity ever since. 


SUNDAY HERALD, 37,567. WEEKLY HERALD, (9,696. 
ALL GUARANTEED UNDER A $100 FORFEIT. 

































































PRINTERS’ INK. 








Pouring It Out 








into trade channels. That’s what the people of Houston 
and surrounding sections are doing with their money—The 
financial freeze-up is thawing out with them, and dusty dol- 
lars that have been hoarded up are rolling out of their 
hiding places into business channels, 


The Houston Post 


Dairy, 8,650 
Sunpay, 11,475 
Semi-Weekty, 12,375 


Can help you to corral these “shiners.” You can talk to 
all the wide-awake folks in that section through its columns. 
If you’ve got anything those people require you certainly 
ought to post them through THe Post. 


Ne PRTADVERTISING. 


SUNS 
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Measure off a space eleven inches wide and sixteen inches long. 
Take a crayon or a marking brush and draw a border around the 
space. It will take in five columns in width and extend down the 
column about three-fourths of its length. 

Taking one paper with another, such an advertisement will 


occupy about three-fourths the space of a full page. 


spicuous than a full-page advertisement, especially if it has an 
ornamental or effective border and is surrounded by reading mat- 


ter or small classified advertisements. 


Such an advertisement can be prepared in New York and paper 
matrices sent to daily papers everywhere at a cost that is merely 


nominal, 


Send us copy and a check for a couple thousand dollars, indicate 


| Appearing in a paper, such an advertisement will be more con- 


the cities you wish to have stirred up and you will be pleased to 


see what we shall do for you. 


ADDRESS 
THE GEO. P. ROWELL ADVERTISING CO., 
10 Spruce STREET, New YORK. 





